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Rough Proofs 


the editor of The Nudist thinks 
eve is a Way to sell clothes to nud- 
sts, semi-nudists and near-nudists. 
put maybe this is just advertising 
propaganda. 
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“Bicycling improves the figure,” 
ay the cycle trades, exhibiting that 
t Raquel Torres to prove it. But 
gaquel’s admirers insist that it 
ouldn’t be improved. 
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Hitler, der Fuehrer, is referred to 
by a syndicate newspaper writer as 
“er furore.” This may be an in- 
gired variation, at that. 
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Canada Dry is “as fragrant as wine 
fom a bottle dusty with age.” But 
rally ancient vintages should be cob- 
yebby as well as dusty. 
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One thing advertising artists and 
photographers seem not to have 
warned is that the outline of a 
hunched shoulder is the unloveliest 
agile of even the loveliest anatomy. 
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Frankfort Distilleries, Inc., is fea- 
ting a taste test in which drinkers 
ample whiskies for three weeks. Re- 
yal has certainly created some in- 
esting new jobs. a 

on \ a 
i 

“What type girl should Jack Holt 
marry?” asks Pro-Phy-Lac-Tic, ap- 
paling to the match-making instincts 
of the softer sex. Well, off-hand, one 
would say a girl who likes men with 
very high foreheads. 
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One man’s meat is another man’s 
wison. When the gals wear sandals 
id no stockings, it’s tough on the 
lusiery trade, but doubles the market 
for nail polish. 
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“Pulses quicken, responsiveness is 
timulated,” says the advertisement 
lt Tender Leaf Tea. Wouldn’t it be 
Well if salesman could call only on 
a-drinkerg? 

vvy 


“Additional telephones,” says the 
AT. & T., “afford privacy and often 
uve anbarrassment.” 

Unless you like to broadcast your 
“ial activities. 
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‘Every American youngster is a 
wm collector,” says Bruce Ashby, of 
General Foods. He starts out col- 
“ting postage stamps and ends up 
‘illeecting golf cups or chorus girls. 


. 


Henry Ford, it is reported, will 
Toadeast the Detroit end of the 
Wrld’s series. That is, provided 
ube Ruth and his pals don’t decide 
‘have the series at the Yankee 
"Adium, after all. 
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‘Who is the employer of the ad- 
“sing agent?” asks S. Roland 
: Hang around the office of a 
© advertising account for a few 
*ks, Roland, and you’ll find out. 
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Important new agency formed in 
\ly City,” reports ADVERTISING 
4 The agency was advised that 
“Ug personal was intended in the 
®ation of its home town. 

Copy CuB. 


CANNERS PROPOSE 
NEW METHODS FOR 
GRADING. QUALITY 


Favor Descriptive Terms; 
Oppose A, B, C, Plan 


Washington, D. C., Aug. 31.—The 
special committee designated by the 
canning industry and approved by 
the administrator for the formulation 
of standards of quality for the indus- 
try’s products has just submitted a 
report to Division Administrator 
Armin W. Riley urging the adoption 
of a standard nomenclature for defin- 
ing quality, but objecting forcefully 
“to any system of grades similar to 
the A, B, C grading-labeling system.” 

“This committee discussed with 
Mr. Riley a new approach to the 
labeling problem by which there 
would be placed on labels descriptive 
information in such simple language 
as will enable consumers to buy more 
intelligently and satisfactorily than 
by any other method,” the commit- 
tee’s report says. 

“At the same time the committee 
expressed the industry’s definite dis- 
approval of the so-called A, B, C or 
any other similar grading-labeling 
program. 


Oppose Grade Labels 


“The industry’s opposition to any 
system of grades similar to the A, B, 
C grading-labeling system is based 
on the fact that a single symbol or 
grade designation does not furnish 
the consumer with the information 
as to the various individual char- 
acteristics of the product which enter 
into her choice of a food. 

“The industry is convinced from 
its experience that such a grading- 
labeling system would not be enforce- 
able and believes its adoption would 
in consequence of false labeling re- 
sult in a situation more hurtful than 
helpful to the consumer. 

“A further serious objection is that 
such a grading-labeling system would 
through competition create a tend- 
ency to reduce the quality of products 
to the minimum of a grade. 

“On the other hand, the descriptive 
labeling proposed by the canners con- 
templates the use of specific terms 
descriptive of individual character- 
istics as ‘tiny,’ ‘small,’ ‘medium,’ or 
‘large’ to describe size; ‘very tender,’ 
‘tender,’ ‘mellow,’ or ‘firm,’ to de- 
scribe texture; ‘cut,’ ‘whole,’ ‘sliced,’ 
‘pitted,’ ‘unpitted,’ ‘peeled,’ ‘unpeeled,’ 
etc., to describe style of pack; ‘un- 
sweetened,’ ‘light syrup,’ ‘medium 
syrup,’ or ‘heavy syrup’ to describe 
sugar content; names of varieties 
where these are significant to the 
consumer; number of pieces or 
servings or volume of contents in 
common terms such as cupfuls. 


Would Answer Objections 


“The accuracy of these terms, it is 
proposed, will be assured by the adop- 
tion of a standard vocabulary clearly 
defined by physical tests. 

“The industry is convinced that 
such definite word pictures on the 
outside of the can will enable the 
housewife to buy canned foods with 
more complete knowledge than would 
be furnished by an A, B, C grade 
symbol, and also with more knowl- 
edge of the product inside the can 
than she has of many products that 
she can see and feel.” 

(Continued on Page 26) 


FAMED ADMAN DEAD 


Lewis B. Jones 


L. B. JONES, OF 
EASTMAN KODAK, 
DIES SUDDENLY 


Was Company's First Ad- 
--Vertising Manager 


Rochester, N. Y., Aug. 30.—Lewis 
B. Jones, vice-president in charge of 
sales and advertising for astman 
Kodak Company, died suddenly of 
heart disease last Saturday, Aug. 25, 
while indulging in his favorite pas- 
time of walking over his farm in 
Pittsford, near Rochester. He would 
have been 68 years old Aug. 28. 

Mr. Jones, known to his intimates 
as “Lew,” spent 42 years with East- 
man Kodak. His creative ability 
helped the company achieve one of 
the outstanding successes of Ameri- 
can business. On the other hand, the 
company was as generous to its first 
advertising manager as to others 
who contributed heavily to its suc- 


(Continued on Page 27) 
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Lucky Strike Moves 


To Wrest Leadership 
From Chesterfields 


New York, Aug. 30.— Con‘inuine 
its determined effort to regain lost 


ground, American Tobacco Company 


will resume newspaper advertising 
the first week in September, using 
weekly insertions averaging 1,100 
lines in about 1,800 newspapers for 10 
weeks. Fall advertising will also in- 
fourth-cover campaign 
which has been running in a long list 
of leading magazines since the first 
of the year. 

Speculation is rife in advertising 
circles as to whether American To- 
bacco will take cognizance in the new 
newspaper copy of the cigarette con- 
sumers’ rebellion against the extrava- 
gant claim and the bombastic phrase, 
a reaction which is now clearly seen, 
despite the cloak of secrecy envelop- 
ing the entire industry. The best 
evidence of the fact that consumers 
are no longer susceptible to far- 
fetched appeals is the success of 
Chesterfield and Spud, both leading 
exponents of moderation and good 
taste in advertising. 

Statistics on cigarette production 
and sales are not obtainable directly 
from any source, but manufacturers 
and trade publications maintain run- 
ning surveys of the movement of re- 
tail stocks, which afford a fairly ac- 
curate picture of sales. The accepted 
figures show that Chesterfield is now 
enjoying the big margin of leader- 
ship which Lucky Strike held four 
years ago and that Old Gold has lost 
its membership in the Big Four. 


Holds Ground in West 


It appears that the decline in 
Lucky Strike sales has been more 
rapid in the east than in the west 
and that the Lucky Strike demon- 
stration and sampling campaign of 
the spring and summer has been par- 
tially effective in stemming the tide. 
This field work, which gave employ- 
ment to “thousands” of personable 
college youths was carried on chiefly 
in the middle west and south. 

According to sales estimates sup- 
plied by the industry, Lucky Strike 


Last Minute News Flashes 


Pontiac Appoints MacManus, John & Adams 
Detroit, Mich., Aug. 31.—Pontiac Motor Company has appointed Mac- 
Manus, John & Adams, Inc., recently formed Detroit agency, to direct its 
advertising. The effective date will be announced in the immediate future. 


Don Lee, Coast Radio Magnate, Dies Suddenly 


Los Angeles, Cal., Aug. 31—Don Lee, creator of the Don Lee Broad- 
casting System of 15 western radio stations, died here last night. In 1927, 
Mr. Lee, successful automobile distributor, bought Station KHJ from the 
Los Angeles Times as the nucleus for his chain, which was affiliated with 


Columbia Broadcasting System. 


Advertise Vitamin “D” in Orbit Chewing Gum 


Chicago, Aug. 31.—Following a test campaign in Indianapolis, Orbit 
Gum Company, Chicago, will stage a newspaper campaign in the Middle 


West featuring the inclusion of Vitamin “D” in its chicle. 


The company 


has applied for patents on the new process, involving 18 months of research. 


L. D. Fernald Joins Fletcher and Ellis 


New York, Aug. 31.—L. D. Fernald, prominent in publishing and radio 
for 20 years, has been appointed manager of the markets and media depart- 
ment of Fletcher & Ellis, Inc., in association with E. S. Pratt, space buyer. 

Positions held by Mr. Fernald since he resigned as advertising manager 
of Selz-Schwab & Co., Chicago, in 1910 include ten years as assistant general 
manager of Conde Nast Publications, five years as advertising manager of 
Leslie Judge Company, and a shorter period as advertising manager of the 


New York Evening Post. 


sales in the west have declined from 
50 per cent of total cigarette sales in 
1930 to 25 per cent in 1934. In the 
east the loss has been much greater, 
falling off from 45 per cent in 1930 to 
14 per cent in 1934. 

Chesterfield obtained about 15 per 
cent of the volume in the east in 
1934 but it is now credited with re- 
ceiving 48 per cent in this section. 
The brand has been less successful 
in the west, advancing from 10 per 
cent in 1930 to 25 per cent in 1933 
and falling off somewhat during the 
past twelve months. It is considered 
likely that Lucky Strike’s demon- 
stration campaign has had something 
to do with results in the western 
territory, although the variation be- 
tween sales totals in different sec. 
tions of the country is also causing 
cigarette advertisers to wonder about 
sectional psychology. 

Camel’s sales on a country wide 
basis during the past four years have 
been more uniform. In 1934 this 
brand was receiving about 20 per 
cent of the volume throughout the 
country. Sales registered a slight 
and even decline until this year, 
when the western volume -increased 
to 27 per cent, while the eastern sales 
remained stationary at 18 per cent. 


Slow on the Trigger 


That the shifting of position 
among the leading brands has not 
been accurately reflected in appropri- 
ations and copy appeals is attributed 
in part to the financial strength of 
the cigarette companies and to their 
uncertainty as to factors which are 
responsible for a loss or gain in 
sales. 

Because of the introduction of new 
brands and the advent of tobacco 
specially prepared for home-rolled 
cigarettes, it has been particularly 
difficult to obtain a clear picture of 
the marketing situation since 1933. 

The facts have become more ap- 
parent during the past few months, 
whereupon advertisers have shown 
more interest in testing new methods 
and may be expected to continue to 
do so. 

Tobaccos for home rolling wore out 
their vogue within a few months of 
their introduction, and the depression 
brands which immediately thereafter 
offered another solution of economy’s 
problem have failed to make head- 
way without advertising support, 
even though launched in a boom 
market. 

Cigarette consumption reached its 
peak in 1930 and 1931, with a total 
for each of these years of nearly 120 
billion. The low was registered in 
1932, with 105 and 109 billion, and 
consumption has steadily increased 
since. The total for the first seven 
months of. 1934 is 73,152,000,000, a 
gain of 10 per cent over the cor- 
responding period of last year. 


Position of Spuds 


The big companies do not look upon 
menthol cigarettes as an immediate 
threat, but concede a steady, small 
loss of business to this type of smoke. 
Spud was brought out in 1927 and 
menthol cigarettes are now receiving 
between five and six per cent of the 
total. Spud is enjoying the lion’s 
share ef the business, with 10 com- 
petitors trailing along. 

The fact that advertising, and the 


ee . " e oo vy Ce 
wy ee ieee, abe 
* eae | H & ee 
Ne Pele np \ x ; 
r.. tw . fy ray P a a i \ x q 
v a _ ' a ‘ ; 
Pe . et \G i VG a 
| “ eae ‘ 
5- <4 NEW YORK ae 
CHICAGO SEP 5° <- 
C rN , oe 
. : -* 
-2 1 
- — =* W E 
@!+A~, 
=. FORTY- co oon 
- : a i 
RK a | 
us 
| 
ee 
| x yt > ee eee a 
pe in ie a, aN Fa 
| ————E ee 
_ aa : a 
oe ae cs ‘ s 2S Sia abies cg 
é ae ‘ A y en che 
| ae * Seeeinae ine a oA, 
Fe ae es — 
i Be aE Sy Socaiar 8 ite ened 
i le: ae f ee Po Peer 
; oe... . ne ee a 
‘ eae . — —— 
< oe —_ 8 . 
—_—— ak °° sa sl 
as a a : = Pee se 
ae TR iy ele 
~ De see bat 
* 5 = ip, Bit ee oe 
aa, 2 - ea * ae | as oe - Be — 
7 — wily a ¥. < e r 
££ sro getle Seca Pet ee 
Sie al Pa ei: Ee ces vari ae 
omy: Roe aie See 
= eee a Mier ‘ 
a | ie ee "ae 
| 3 , ee 
: m 
' Pe | i 
." a 
: 
4 
va ; ala & 
pe: 
| ree 
re ee 
| ee aN “Ei 
s- z ~ 
z 4 
: | ay coe d 

“ | tens | PF aiid ane 
, Te ak: 

} ; ee 
4 a | ee ei 

| ? 

’ . a 
7 | ae 
a or. 

- 
: ae 3 
eg 
“ae ore co 
“e eee eeeeel=lEel_leleeeeee a ie oe 
oe * | SS  —— Se a 
s eo 
IT Sua 
nt liaigs 
} | i eh 
a a ae j "7 
h ap  s 
ué ae 
ar pe 
etroit . 
| 
| 
—! 
1008 en i 7 
y ee | 
“4 J 
“Vr ae hee 
see 
; Specie ad 
RE 3 
jam Sa cy , : ci : d > * 2 fe : ae Se Fee chain, a 0 bal bas: 
ogi ta clam ere i , hey cae ef GPE hee ihe % ; ey fee agra SON. fen ay aan Sheen eS ane ek a RN, oreo Ie HS Sei Sa ep Oia v4 FERED ioc Gare agers ee 
Pie eee PRS ae rk ~: Tiggie SRR Be 1s 2 hear ape te AIR etic el oe Bene ego Me ee ir pa Oe Ror te Boe : EF in ee ep SMe. ot Re eer Oe ny, Nk ONE oe Sag pee Mey rm ea Mana at oY 2 of 
% ; os: pele i ls soci a aa Masai | tid asa ied IS oo. hes, ae rien, § > eS a ol So ie i? pete pray egy saan Be ee ay pe Ue eee 2 a Sak eo eg it sel “ae BAe gt Sap Cee ake ae ata Ta ey ea, te See ae eitel aey eNOke nla ets ei 

eA GARTER AES OR ay RN eg ee ere Cee teat aut. Jit gee Ree Ce cn emer ee Ree ee WA Can: gaa ea bli eed. s 

4 tata SAE TEPER AS PORE ES Iiiy acc Ee hee Sah at oo ates ils ey Sikes ye Te hee ee ee =) ees eos: zs Rie c ee ees parila’ ms lahat Sa eh 2g 4 sig ie re ips ase PRE as Hague ar hs Pe ih Mite Sats ikea Sats ite Oahe Ee aE Tae 

ery. oi MR NSP ON artigos Yo oe Ne ASE SMe HI waco eNO, ISP OPENERS ean Ae LL NS eae MIR Og i Ga I. RMN coq" | nrc CR aa TCR BT OS ec ne” 9 Ane 2 MmaPS wsrnee Oe FS LONI ar A I Nn Me ate eS ee er Na ve t DEE HG AU Memes a he aghast te Sea rea : Pee mein Se re : E Spree 


PA a5 
is 


~~. 
lad 


OTe. A) ye ae a a ee OE ok 


ADVERTISING AGE 


September 1, 1934 


right kind of advertising, is neces- 
sary to sell cigarettes is appreciated | 
by the manufacturers of the newest | 
cigarette sensation, 
ners, which entered New York thi+ 
week after recent sider guey ol in 
New England and Chicago. It is pro 
duced by the Penn Tobacco C seneiaeae. | 
Wilkes Barre, Pa., a consolidation nd 
several small companies. 

Newspaper copy announcing “) 
brand features mildness resulting 
from the use of a new patented cigar- 
ette paper, for which the claim of | 
moisture-proof is made. Merchandis- 
ing arrangements include means for 
enlisting dealer cooperation, some- 
thing the older manufacturers have 
almost forgotten in recent years. The 
response of smokers to the sugges- 
tion that the brand be given a trial 
has been remarkable. In the first 
two and one-half weeks in Chicago, 
50,000,000 were sold. 


a 7 


J. F. Quayle Joins ABS 


John F. Quayle has been appointed 
assistant to Burt McMurtrie, director 
of program operations of the Ameri- 
can Broadcasting System, WMCA net- 
work, New York. 


Dauerlein Has Account 

J. W. Bauerlein, Inc., New Orleans, 
is placing the tourist copy for New 
Orleans which is appearing in metro- 


Kentucky Win 


politan newspapers in the South. 


ST. LOUIS MAY. 
LEVY BIG TAXES 
ON ADVERTISING: 


None to Escape But Radio, 
Bills Provide 


Mo., Aug. 30.—Appar- 
the hint conveyed by 
Long, who jammed a 
tax on newspaper advertising 
through the Louisiana legislature, 
the Board of Aldermen of this fair 
city has taken under prayerful con- 
sideration bills which would tax all 
forms of advertising except radio, 
which doubtless will be given due at- 
tention in the future. 


St. Louis, 
ently taking 
Senator Huey 


The sponsors of the measures are | 


far more generous to the city than 
Senator Long was to his state. 
Whereas, the Kingfish demanded only 
two per cent of newspapers’ advertis- 
ing revenue, the bills introduced here 
would confiscate five per cent. 

The city would tax publications of 
all types, whether newspapers, maga- 


LABOR ADVERTISES IN NEBRASKA 


Se 


Our Employers Will Keep Us at Work and can Add Additional Employees 


F... YOU, THE BUYING PUBLIC 


Patronize Only Those Service Stations Complying with the Petroleum Code. 
These Code Complying Stations, You Make It Possible for Our Employers to Make a Fair Profit 
and THEY PLEDGE Themselves to Pay CODE WAGES and Work Us CODE HOURS. 


... NOT CHARITY 


By Buying from 


This Advertisement is Sponsored by the 


Employees of the Hall County Retail Gasoline Outlets -cratis tus: 


JUST ASK US IF WE E ARE BEING PAID CODE 


tify Us 


WAGES AND ARE WORKING CODE HOURS | 


| aa 


ville advertisement which appeared in the Grand Island, Neb., 
"Independent" last week, in which filling station employes come to 
the aid of those employers who are complying with the petroleum 


cod 


zines, business papers or what-not, 
five per cent “of all sums received 
for all forms of advertisement and 
advertising matter.” Advertising 
agencies get off more lightly, being 
assessed only $25 per $100,000 of 
billing. 


YOU CAN REACH MORE IMPORTANT 


I you are interested in reaching people with 
money to buy fine cars, European cruises, air 
conditioning equipment, rare vintages, or what 
have you that costs money, you are interested 
in the Atlantic Monthly. At $420 the page this 


publication ushers you into more than 100,000 


American homes where there is 


what you have to sell. It is fair to say that the 


Atlantic is the “most wanted” publication in 


BOSTON * NEW YORE 


* CHICAGO * 


money to buy 


LOS ANGELES * 


FOR LESS MONEY 


America today. Year after year its readers pay 
four dollars for an annual subscription, placing 
it in the amazing position where it would make 
money if it carried not one line of advertising. 
Atlantic's advertising columns, however, con- 
tinue to show sharp gains as national advertisers 
gauge the buying power of its audience. We 
repeat — you can reach more important people 


for /ess money with the Atlantic Monthly. 


“Atlantic Month ys 


ay ) be MOST QUOTED PERIODICAL IN AMERICA 


SAN FRANCISCO 


e. 


Outdoor advertising posters would 
be taxed according to their size, the 
pain being somewhat assuaged, per- 
haps, by the fact that the payments 
would be disguised as “inspection 
fees.” The charge would be $2 for 35 
to 100 square feet, ranging upward 
to $11 for 901 to 1,000 square feet. 


Will “Inspect” Signs 


Even the humble advertising sign 
would receive its meed of inspections 
at so much per. Signs between 35 
and 100 square feet in area would be 
“inspected” for $5, when such signs 
are situated on the roofs of buildings, 
For signs of the same size but “pro- 
jecting from the walls of buildings 
or attached to canopies or balconies,” 
the charge will be $3. Only $2 will 
be collected for signs of from 100 to 
200 square feet in area which are 
placed flat against the walls of build- 
ings, with $1 extra for every addi- 
tional 100 square feet or fractional 
part thereof. 

All of these taxes, if adopted, will 
be put into effect under the declara- 
tion that they are necessary “for im- 
mediate preservation of the public 


| peace, health and safety” because of 


existence of an emergency. 

Advertising men have manifested 
violent opposition to the proposals 
and as a result, it is believed the 
measures to tax advertising will be 
withdrawn in favor of a general city 
sales tax. A decision will be reached 
in the near future. 

The bill to tax publications 1s of 
such an extraordinary nature that it 
deserves publication in full. Desig- 
nated as Board Bill No. 30 and intro- 


duced by Mr. Slay, it reads as fol- 
lows: 
“An ordinance providing for the 


licensing of persons, firms or corpora- 
tions engaged in the business of pub- 
lishing newspapers, magazines, jour- 
nals and periodicals in the City of 
St. Louis, containing advertising mat- 
ter for which a charge is made by 
said publisher, providing for license 
fees and providing penalties for the 
violation thereof, and declaring the 
same to be an emergency measure. 
“BE IT ORDAINED BY THE CITY 
OF ST. LOUIS, AS FOLLOWS: 
“Section One.—No person, firm or 
corporation shall engage in, carry on 
or conduct in the City of St. Louis, 
the business of publishing any news- 
paper, magazine, journal or periodi- 
cal, containing any advertising mat- 
ter or advertisement for which said 
publisher receives any compensation 
or makes any charge, without first 
having obtained a license from the 


License Collector. 


“Section Two.—Every person, firm 


or corporation engaged in the 
ness defined in the foregoing Section 
shall pay to the License Collector 4 

quarter-annual license on the 16th 
day of January, April, July 
October of each year for the 
ing period of three months 
respectively on the last day of the 
preceding December, March. June 
and September, the amount of said 
quarter-annual license to be deter. 
mined at a sum equal to five per 
centum of all sums received by such 
person, firm or corporation for all 
forms of advertisement and advertis. 
ing matter during the pr ceding 
period of three months and en, ling as 
aforesaid. 


busi. 


and 
Preceq. 
ending 


Must Submit Accounting 


“Section Three.—Every pergop 
firm or corporation engaged in the 
business herein above described sha) 
keep an accurate record and accoyp 
of all moneys received for publicatioy 
of any advertisement in any news. 
paper, magazine, journal or periogj. 
cal published by said person, firm or 
corporation, and shall, at the time of 
the payment of the quarter-annyg) 
license herein above provided for, fije 
with the Comptroller of the City of 
St. Louis a sworn statement of aj) 
moneys received for advertising dyr. 
ing the preceding period of three 
months ending with the last day of 
the preceding month. The Comp 
troller of the City of St. Louis, or 
his duly authorized deputy, shall be 
and is hereby, authorized to investi. 
gate the correctness and accuracy of 
the returns or reports required and 
for that purpose shall have access at 
all reasonable times to books, docy- 
ments and _ reports’ bearing op 
amounts and sums received for pub. 
lication of advertisements, and maj 
appoint temporary inspectors to as. 
sist in a proper investigation whep. 
ever he desires. 

“Section Four.—Every person, firm 
or corporation refusing or neglecting 
to make the report or return, pro. 
vided for in Section Three hereof 
or making any false or fraudulent 
report or return, or interfering with 
the Deputy Comptroller or the in 
spectors hereinabove provided for i 
the performance of their duties, sha! 
be guilty of a misdemeanor, and upon 
conviction thereof shall be fined not 
less than ten dollars nor more that 
five hundred dollars. 

“Section Five-——On the sixteenth 
day of January, April, July and Octo 
ber of each year the License Co! 
lector shall notify all persons, firms 
or corporations required to pay the 
license herein provided for of the 
amount to be paid, and any of them 
failing, neglecting or refusing to pa) 
the license within ten days after 


|having received said notice shall bé 
| deemed guilty of a misdemeanor, all 
| upon conviction thereof shall be fined 
not less than fifty dollars nor mor 
‘than five hundred dollars, and eat! 
day of such failure, neglect or " 
fusal shall constitute a_ separatt 
offense. 

“Section Sir—The matters hereil 
provided for being necessary for tht 
immediate preservation of the publi 
peace, health and safety, this ordi 
nance is declared to be an emergen() 
measure.” 


Fourth District, A.F.A. 
Will Meet in Houston 


The 1934 convention of the Fourt® 
District, Advertising Federation © 
America, will be held in Housto? 
Oct. 26-28. 

A directors’ meeting was held at the 
Rice Hotel, Houston, last week-end 
William Brockhausen, Sunset Sys 
tem, San Antonio, is governor of the 
district, and LaRoy Swartzkopt, = 
vertising manager of the A. B. Frat 
Company, San Antonio, is secretaly 
treasurer. 
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MASS PLAN ADVERTISING. 


HOME-TO-HOME DISTRIBUTION OF ADVERTISING ANO SAMPLES 


{Uis) ssn ti ULL} 


HI 


ected in 


| 


population changes 


CHICAGO’S POPULATION DECREASES 
Preliminary Chicago census figures for 1934 indicate 
in population of approximately 119,000 persons since 1930 


1930 families 
1934 families (estimated) 832,210 
Decrease 10,368 

All the more reason why you should use Big 4 Ser vi 


which a bad constant check. m 
. Monroe St., Chicago Ill., Randolph 4432 


a decrease 


families: ' 
842,578 ' 


ce where 


“route estimates 


are quickly reflected in 
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The Mortons are young. Father, Mother, Son and 
Daughter—they’re in step with their times, in step with 
each other. Life, to them, is exciting and varied. They 
work hard when they work; play hard when they play. 
In a word, the Mortons are a typical AMERICAN family. 


There are 450,000 other families, very much like the 
Mortons, reading the Chicago American nightly. This 
circulation is the largest evening circulation in Chicago, 
but, what is more important, it is by far the most open- 
handed with its spending. No other newspaper audi- 
ence, as a whole, gets about as much, spends as much 
money on pleasure and amusements, as these up-to-the- 
minute AMERICAN families. This is no will-o’-the-wisp 
theory; it’s a proven fact. That’s why the American 


enjoys such a commanding lead over other Chicago 
daily newspapers in Amusement Advertising. 
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The American’s “Greater Go to Movie Guide” is the 
most complete paid movie listing of any paper in Chi- 
eago. On a Saturday, more than 170 individual thea- 
ters have advertised. Innumerable hotels, restaurants, 
and night clubs run display copy two or three times a 
week. Unquestionably, without the patronage of the 
Mortons and their kind of young, active AMERICAN 


families, the amusement business in Chicago would 
languish. 


In fact, without the patronage of the Mortons, all busi- 
ness in Chicago would suffer from pernicious anemia. 
450,000 active, bright, modern families with money 
and, what’s more to the point, the inclination to spend 
it, is what the American offers to you as an advertiser. 
Business is better. At the head of the new buying 
parade are the Mortons. And as the Mortons go, so 
goes Chicago. A word to the wise is—ADVERTISE. 
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Can Controversial Copy Be 
Controlled? 


The job of policing advertising 
would be greatly simplified if opinion 
in the field were in agreement as to 
the limits beyond which competitive 
advertising copy should not go. At 
present there is wide variance, both 
in opinion and practice, on this point, 
and the differences are emphasized 
by the determined and aggressive 
drives which competitors, both in- 
dustries and individuals, are making 
to maintain or improve their respec- 
tive positions. 

Majority opinion for a long time 
has leaned toward the idea that 
direct attacks on competitors should 
be banned; and yet it is possible to 
make the same points indirectly. If 
the advertiser is sincere in the be- 
lief that his story is true and that 
his message should be presented to 
‘the public for what it is worth, and 
if his competitor has the same op- 
portunity, there is some justification 
for the attitude held in certain quar- 
ters, that the advertising medium 
should be an open forum for the 
presentation of conflicting viewpoints, 
provided they are honestly prepared. 

Today’s political situation is the 
most controversial in the history of 
the country. Never were more di- 
vergent opinions of political, 
nomic and social problems main- 
tained by the leading parties. Yet 
it is customary for newspapers and 
magazines to give both sides of each 
question, so that readers may be in- 
formed as to the arguments for and 
against the theories advocated by 
the advanced liberals on the one side 
and the conservatives on the other. 
Should the same views be held as to 
advertising? 

There is no argument as to the 
necessity for the restraint of adver- 
tising copy which promotes. un- 
worthy products, misstates essential 
facts or defrauds the consumer. But 
competitive copy raises these ques- 
tions far less often than the more 
difficult one of fair business practice. 


eco- 


How far can competitive advertising 
go without becoming unfair, and 
without also tending to undermine 
public confidence in the reliability of 
advertising as a guide in purchasing? 

A good example of the extremes 
to which competitive copy is going 
is supplied by the battle for the 
home-heating market, now raging in 
Chicago between the People’s Gas 
Light & Coke Company on the one 
hand and the Chicago Coal Mer- 
chants’ Association on the other. It 
is comparable to the war for domes- 
tic fuel markets in progress all over 
the country, in which the oil burner 
industry is also usually a_ party. 
Names are called, direct attacks on 
competitive fuels are made, and 
signed testimonials of displeased 
users of specific types of heating 
equipment are published. 

All of this makes interesting read- 
ing for the public, which is greatly 
concerned with the necessity of mak- 
ing satisfactory heating arrange- 
ments. Yet it presents a problem 
for the publications carrying the ad- 
vertising, and indirectly for all ad- 


vertising interests, which may rea- 
sonably question the ultimate effect 
of this extreme type of competitive 
copy on the public attitude toward 
and belief in advertising. 

The war between the electric re- 
frigeration and manufactured ice in- 
dustries furnishes similar problems. 
And individual competitors within 
the automobile tire, gasoline and cos- 
metics fields are firing salvos di- 
rectly at each other, in terms which 
the public cannot mistake. 

In this era of controversial and 
competitive battles, advertising can 
not expect to avoid direct participa- 
tion. But now that self-regulation 
of advertising is an imperative re- 
quirement, open and frank discus- 
sion of just what limitations should 
be established is in order. Competi- 
tive copy cannot be eliminated, but 


it should be controlled. 


Government Standards and Adver- 
tised Brands 


Government standards for staple 
products are being urged and ac- 
cepted in important quarters. While 
the general acceptance by the public 
of these standards as a substitute for 
advertised brands would of course 
reduce the importance and valve of 
advertising, we are confident that 
such acceptance will not be achieved 
without the same publicity which 
has won prestige and reputation for 
advertised products. 

The Bureau of Standards has fixed 
specifications for many important 
classes of products. But the general 
public is in ignorance regarding 


them, partly because they are tech- 
nical in character, but largely be- 
cause they have not been made 
familiar. The only way in which 
they can be made as familiar as the 
qualities of products in general use is 
through publicity, which in most 
cases, Means paid advertising. 

No advertised brand can be perma- 
nently successful unless it gives the 
consumer his money’s worth; and no 
unadvertised brand, regardless of the 
standard of quality with which it is 
stamped, will be equally acceptable 
to the consumer unless it is also ac- 
ceptable in name and reputation. 


PSYCHOLOGY 


IN SALES 


—New York American. 
"I'm sorry to discharge you, Miss Peabody, but you make our eggs 
look too small!" 


Voice of the Advertiser 


Nature Still Generous 


In Iowa, Figures Show 

To the Editor: I have been very 
much interested in the last two issues 
of ApverTIsSING AcE, Aug. 18 and 25, 
in the articles regarding the drouth 
area and the indicated purchasing 
power of farmers. I have been some- 
what disappointed, however, that 
Iowa has not been presented to any 
degree. I realize, of course, that 
every publication, either daily news- 
paper or farm paper in the drouth 
states, has been able to work out 
some kind of optimistic story, and 
The Des Moines Register and Tribune 
might fall into that category. 

However, a study of government 
crop reports will show that not only 
the AAA, but nature has been very 
generous to JIowa—at least the 
greater portion of the state. 

In addition, Brookmire’s prediction 
for increased spending power for the 
next six months includes practically 
all of the state of Iowa as being a 
bright spot, while at the same time 
excludes other states such as Ne- 
braska as not being in an equally 
favorable position. 

Every index up to date shows that 
despite the drouth, the farm area is 
going to have far more spending 
power than other sections of the 
country, and is reviewing the possi- 
bilities in the midwest farm belt, 
Iowa is extremely fortunate in being 
relatively better as a consuming mar- 
ket for manufactured goods than 
most of the other agricultural states. 

CHARLES J. FELDMANN, 
National Advertising Manager, The 
Register and Tribune, Des Moines, Ia. 
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Canadian “Liberty” 
Omitted from Statistics 


To the Editor: On column three, 
Page 2, of your Aug. 11 issue you 
carried a news item headed, “Cana- 
dian Magazine Lineage Up 17%,” 
and mention five Canadian magazines 
but not Canadian Liberty. 

The facts are these. The Canadian 
edition of Liberty, with the exception 
of ownership, is an entirely separate 
unit from the United States edition. 
Our subsidiary company is called 
Liberty Publishing Corporation of 
Canada, Ltd. The magazine is en- 
tirely printed in Canada. Manuscripts 
from the States edition are sent up 
for reading by Canadian editors—un- 
der the charge of William Lengel, 
formerly London manuscript scout 
for Ray Long on Cosmopolitan. The 
pointing of manuscripts is revised 
for Canadian consumption by the 
change of headlines, ete. If the ar- 


ticle does not constitute good ma- 
terial for Canada it is dropped. Spe- 
cial Canadian material by Canadian 
writers is continually being devel- 
oped for printing in both the Canad- 
ian edition as well as the United 
States edition. The editorials are al- 
ways changed and are written by a 
Canadian and for Canada. 

Every bit of the advertising in the 
Canadian edition has to be resold for 
that specific edition as no one is com- 
pelled to buy it. We have just been 
admitted to the Canadian A. B. C. 
The Canadian Association of Adver- 
tising Agencies is using Liberty for 
their own campaign to sell advertis- 
ing. The special audit of Canadian 
magazines and Standard Register of 
rate, circulation and_ distribution 
naturally includes Liberty. 

We are very sensitive about the 
omission of the Canadian edition of 
Liberty from your tabulation because 
while the five magazines mentioned 
have had an average gain of 17 per 
cent in advertising over last year, 
Liberty has registered a gain of more 
than 27 per cent in Canada during 
the same period, and our circulation 
has jumped from some 98,000 to a 
current sale of about 185,000, with 
the print order steadily climbing 
above 200,000. 

NELSon R. Perry, 
Advertising Manager, Liberty, 
New York. 
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Western Canada 
In Excellent Shape 


To the Editor: I was somewhat 
surprised to note in ApVERTISING AGE 
of Aug. 18 that the advertising mana- 
ger of an Eastern Canadian farm 
paper was quoted as saying that the 
drouth had wiped out the entire crop 
of the Western provinces of Canada. 
It is quite evident that this gentle- 
man has not visited the West. On the 
other hand, the writer has just re 
turned from a four-week trip through 
Western Canada. 

While in the prairie provinces, I 
motored many miles through the 
crop areas of Alberta, Manitoba, and 
Saskatchewan. There is no denying 
that the drouth took a heavy toll of 
the crops in the southern sections of 
these provinces, but the writer saw 
many magnificent fields in the mak- 
ing and, as a matter of fact, many 
ready for harvest and being cut as 
early as several weeks ago. 

Those in the best position to ap- 
praise the Western Canadian crops, 
and I am talking now about experts 
of the highest standing, have esti- 
mated that in wheat, Canada will 
bring in a crop ranging from 265,- 


—n 
000,000 bushels to 77 per cent of 
normal crop, and I might say tha in 
the last 15 years the Canadian wheat 
crop has ranged from 193,000,009 
bushels to approximately 567,000,009 
bushels—the average for the last 15 
years being 365,810,000 bushels. 

What advertisers are especially jp. 
terested in knowing today is what 
economic significance this wi}! have 
or in other words, what it will reflec; 
market-wise. It has been estimate 
by one of the great authorities that 
Europe will have to import 59. 
000,000 bushels. Others have place, 
this demand anywhere from 579. 
000,000 to 600,000,000 bushels. Tj, 
demand will have to be supplied py 
Canada and the Argentine. By far the 
largest proportion will have to come 
from Canada. 

The Dominion government  esgij. 
mated the cost of raising wheat 
around 63c per bushel although there 
are many very well informed why 
put the cost somewhat lower. 

If the reports covering the droutp 
are even approximately correct, | pe. 
lieve I am quite safe in predicting 
that the Western Canadian farmers 
will see wheat prices on the farm at 
above $1 per bushel this fall and wip. 
ter. You can draw your own conely. 
sions as to what this will mean to the 
Western Canadian farmer. 


Ev_MER DE CLERQuve, 
Henry De Clerque, Inc., Chicago 
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Quality of Linotype 
Composition Explained 

To the Editor: In the Aug. 4 issue 
of the Class & Industrial Marketing 
section of ADVERTISING AGE, We note 
at the bottom of the fourth column 
on page eight a statement on “Use of 
Linotype instead of Monotype Com. 
position.” 

In Mr. Evan’s answer to a query 
from a reader, you state, “Monotype 
will always give a better line-up and 
better spacing than Linotype com. 
position. The characters, too, are 
usually better and clearer.” The 
answer goes on to credit Linotype 
with a distinctly improved quality 
which, of course, we are glad to see 
recognized. 

However, the standards’ which 
Linotype duplicates are those of the 
hand-composition of foundry type 
How well this is accomplished in 
modern plants, is demonstrated by a 
recent booklet issued by a trade com 
position house with the title ‘The 
Next Move in Advertising Composi- 
tion.” A copy is sent to you under 
separate cover. 

Won’t you kindly ask the responsi- 
ble editor or author to examine the 
comparisons which are made in this 
booklet between hand composition 
and Linotype and have him tell us 
which in his judgment are those set 
by machine? 

There is no basis today for any 
discrimination whatever against 
Linotype composition and we will be 
glad to see this statement made !0 
gour column. 

Harry L. GAGE, 
Vice-President in Charge of Sales 
Mergenthaler Linotype Company, 
Brooklyn, N. Y. 
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“Most Informative” 

To the Editor: I am particularly 
desirous of securing copies of the 
booklets listed in your “Informatio? 
for Advertisers” column listed on the 
attached sheet, and will appreciate 
your courtesy in having these for 
warded to me. . 

Success to the most informative 
and “readable-est” paper that comes 
to my desk! 

F. M. EMERY, 
Assistant Dean, Massachusetts 
Advertising School, Boston. 
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A Useful Paper 


To the Editor: We would appre 
ciate it very much if you would have 
the documents listed on the enclosed 
sheet forwarded to us. 

May we state at this time tha 
have found ApverTIsINc AGE one ° 


t we 


the most useful publications f° 
which we subscribe. 
Watson & STUETZEL, 
Mass. 


Market Counsellors, Boston, 
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ing 
will 


day. 


bers will be elected at the meeting, 
which 
authority for the periodical publish- 


ous groups represented in the asso- 
ciation, 
business 
will 


cuss problems peculiar to them- SNPA Editorial Affairs 
selves. | Committee Is Chosen 


Present officers of the Periodical | 
Publishers Institute Stanley R.| Tom Wallace, Louisville Times, has 


P. P. I. to Elect 
Directors Sept. 


are 


watshaw, chairman; James H. Me-|been appointed chairman of the | 
26 1 In New York : — Jr.. vice-chairman; Roy E.| Southern Newspaper Publishers’ As- 
|Larsen. secretary: Lee Maxwell sociation editorial affairs committee. 


Members of the committee are: 


treasurer. The executive committee | 


: : tas : Alabama, Harry M. Ayers, Annis- 

New York, Aug. 29.—The first an- | COMprises, in addition to Messrs. Lat- ton Star: Arkansas, J. N. Heiskell, 
nual meeting of the Periodical Pub- | Saw, McGraw and Maxwell, W. D. Little Rock Gazette; Florida, R. W. 
lishers Institute, under whose aegis | Fuller, John Hanrahan, Charles 8.| simpson, Tampa Tribune; Georgia, 
» code for the periodical publish-| Hart, and P. E. Ward. George C.| w, T. Anderson, Macon Telegraph 
end printing industry operates, Lucas is executive secretary. and News; Louisiana, Marshall Bal- 

be held at the Hotel Pennsyl- ae lard, New Orleans Item; Mississippi, 
vania, New York, on Wednesday, | Frederick Sullens, Jackson News; 


Jonathan Daniels, 
Observer; Okla- 
Evans, Chickasha 


North Carolina, 
Raleigh News and 
homa, George H. 
Express; South Carolina, W. E. 


Sept. 26, members were notified to- ii W. Conklin 


Succumbs Suddenly 


At this meeting the officers of the 


eae = 2 ae Ensign Wright Conklin, 36, vice- | pn < 
institute will report on their activi- president of Verree & Conklin, Inc | zales, Columbia State; Tennessee, Ed- | 
ie since ir electi / y 929 ee ae rag Po een > tT ress. 
ties since their elec tion Aug. 4, 1933, New York, newspaper representative, vard J. Meeman, Memphis Press 

covering the negotiations for and | died suddenly of a heart attack Aug. | Scimitar; : 
adoption of a code for the industry,| 27 while mowing the lawn of his Texas, R. J. Edwards, Denton Rec- | 
as well as the operation of that code | home at Pleasantville, N. Y. | ord-Chronicle; Virginia, William Ed- | 
_ . - | . aa | - arria Iptere . - "CE S8- 

since it went into effect on Feb.| Mr. Conklin’s father, Thomas E.| Ward Harris, Petersburg Progress 
26, 1934. Conklin, is president of Verree & | /ndex; West Virginia, Hugh I. Shott, 
A board of directors of 23 mem. | Conklin, Ine, | Bluefield Telegraph and Sunset News. 
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Joins MacDowell-Carlton 


board will serve as the code | 


ing and printing industry for the fol- D. H. Reidy, formerly with the The division of simplified practice | 
lowing year. | Etheridge Company, New York, and/of the Bureau of Standards has 
In addition to the general meeting | J. J. Gibbons, Ltd., Canada, has | recommended that the size of the 

eee ie Fe «| joined MacDowell-Carlton Advertis-| smallest standard mayonnaise con- 

of all periodical publishers, the vere | ing Agency, Miami, Fla. Byron S.|tainer be three to four ounces, with | 


other sizes remaining the same. This 
will affect simplified practice recom- 
mendation R13132 on glass contain- 
ers. 


conducted 
Fla., 
director of 


Stephens, who formerly 
|} his own art studio in Orlando, 
has been appointed art 
the agency. 


magazines, 
etc., 
dis- 


such as general 
papers, farm papers, 
hold separate sessions to 


ailaiaigemetmemniall 
seaeememenemenianiaietiattniaiimedeetinaesns 


he Drought In Iowa 


Drought area outlined from latest (Aug. 4) U. 8S. Department of Agriculture report 
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PROMOTES RICE 


EXTEND THE FLAVOR oO) 
MORE COSTLY FOODs 


RICE SEEKING — 
NEW FAVOR IN 
FALL CAMPAIGN 


Growers Finance Conquest 
of 33 Markets 


New Orleans, La., Aug. 30.—AlI- 
though more than half of the world’s | 
population cherishes rice for good- 
ness and economy, this food is | 
scarcely appreciated in the United | 


SWISS STEAK Bie Ol 


| States. The Southern Rice Industry, | SS. ones 

° WITH RICE — mb Rae 
embraced in the areas of Texas, | ior ae hb. egerat 
Louisiana and Arkansas, and which | oes, Seinadling shake Bo 
/annually produces 6,000,000 barrels of oe eee 
\fine quality rice, will endeavor to Pam te Bone We," wh g 
correct this situation in a newspaper | w?” Yee bow Fis 


campaign beginning Sept. 10. 

The copy will coincide with the | 
opening of newspaper cooking schools 
in 33 cities, and will run in one 
| newspaper in each city. A total of 
from 2,500 to 5,000 lines of advertising FOR QUICK ENERG) 
will run in each newspaper on the EASY DIGESTIBILIT) 


list. This phase of the program will ee 

end Dee. 3. St “Sei 
A survey by Tracy-Locke-Dawson, THIS NEW the Gaetan” 

the agency in charge, silhouetted RECIPE BOOK wae CR ed we tore cope of von 

three reasons why rice is not con- moe 

sumed in larger quantities in this ' 

‘country: . 

| 1. Because few people know how] L— {Sten rene 


|to cook rice properly. 
Because few people know how 


| ° One of the newspaper advertise. 
iw serve rice other than in puddings. 

| 

| 


ments for Southern Rice Industry 
which will run this fall in conjunc- 
tion with cooking schools. 


3. Because few know that rice is 
a food of high energy value and one 
digested known 


of the most easily 


|} to man. 


Courier-Post; Indianapolis, Times; 
Elmira, N. Y., Advertiser-Star Ga. 
zette; Davenport, Ia., Democrat- 
Times; 

Toledo, News-Bee; Canton, O., Re. 
pository ; Washington, D. C., Herald; 


Introduce Recipe Booklet 


'be used to introduce a new booklet, 
“Rice—200 Delightful Ways to Serve 
It,” prepared under the direction of Portsmouth, 0O., Times; Paterson, 
Beth Bailey McLean, director of|N 7, Call; Danville, Ill., Commer 
/home economics for the organization. | ¢jq7-News ; Pittsburgh, Sun-Tele- 
Incidentally, the campaign reveals | granny; New Bedford, Mass., Stand 
|that the school idea has become 80 | qrq-Times; Springfield, Ill., Revister: 
systematized that it is possible to Portland, Me., Press-Herald-E.xposi 
forecast with accuracy the number | ¢g;. 
/of women who will turn out for such 


| 
| The cooking school tie-up will also 
| 
| 
| 
} 


an event, when properly publicised. 

In Madison, Wis., where the first of |Bellows Leaves CBS 

the schools will be put under way Butcher Appointed 
Sept. 10, the estimate is that 9,600 


Henry Adams Bellows, vice-presi 
dent of the Columbia Broadcasting 
| System in charge of the Washington 
organizations | office, has resigned to devote his time 
the schools. | to the National Association of Broad 
Live Stock | casters, of which he is a director and 
Schools, | Chairman of the legislative commit 


housewives will gather to learn more | 
about rice and its preparation. | 

Three’ well-known 
will be in charge of 
They are the National 
and Meat Board Cooking 


PAGE WAYNE |APPANOOSE| DAVIS |VANBUREN 


TAYLOR eee DECATUR 


|DeBoth Home Makers’ Schools 
Home Economics Service 
| Schools. 
/held only one day, though there are 
| some important exceptions. 

The booklet to be offered contains 
100 pages, including 12 photographs 
|/in natural colors, in addition to a 


Cooking 


and | 


Most of the schools will be | ; 


tee, 

Harry C. Butcher has been 4p 
pointed manager of the CBS Wash: 
ington office, retaining his preset! 
position as manager of WJSV, Wash: 
ington outlet. 


Esso Cruiser on Tour 
Sponsored by the Colonia! Beacon 


Iowa Drought Area Iowa Corn Crop 


Normally 22% of corn is raised in 1934 drought area. 


a rr <a Normally 78% is raised in 71 counties not in drought 
area. In 1934 about 90% of corn crop is in those 71 
Counties in Drought Area (shaded)*........ 28 CONNTSS. 
Aug. 1 U.S. estimate of 1934 crop. . .261,000,000 bu. 
Counties not in Drought Arca.............. 71 Crop value as of Aug. 1............. $159, 000,000 


(Price Aug. 1—6lc bu.; price Aug. 14—65e bu.) 
1933 crop value be 5:8) 00 0104.6 66:65:86 6-05 A 


Circulation Des Moines Register and Tribune 


Daily Sunday 
99 counties .......... . -259,029** 250,642 ** 
Drought area .......... 24% 19% 
71 other counties....... 76% 81% 


Iowans in the 71 counties not in the drought area will have more money this 
fall and winter than in several years past. Three-fourths of The Des Moines 
Register and Tribune’s circulation goes into that same area. More need not 
be said to the advertiser looking for spending power. 


*The 28 counties in the drought area are now receiving over 
7% million dollars in first payment corn hog money, and will 
receive twice that much later. This does not include drought 
relief money. Iowa, as a whole, is receiving 70 million dollars 
corn-hog benefit cash in addition to 60 million dollars in corn 
loans received this spring. 

**July, 1934, average. 


| 

{score of black and white. A second 

| : : : : ‘ cs , y > tel: 
“Rice in a Child’s Diet,” will | Oil Company, the Esso Cruiser, a te 


| booklet, ¢ 

| be made available to mothers. News- | oon Bee ght with ore a 
. = *" | broadcasting and showing motion pit 
/paper copy will carry coupons in | tures, left Bowling Green, N. Y., Aug 
which readers may ask for one or|27 on a statewide safety tour, In al 
|both of the booklets. Request cards | effort to reduce the number of motor 
| will also be distributed at the schools | Car accidents in New York State. 
jand through grocers. ————— 
| Some 


important back-of-the-scenes 
activity will be undertaken at the | a, wh seed. 
time. Chief of these is the 


CONVENTION 
EXHIBITS 


Hie S POT 
WINDOW DISPLAYS 


effort to induce grocers to accord rice | 


| same 
| e 
more advantageous display. 


List of Markets 


The markets in which schools will | 
be held, with the newspaper to be 
used for promotion are as follows: 

Madison, Wis., Capital Times-Jour- 
nal; Muncie, Ind., Press; Minneapo- 
\lis, Tribune; Waterbury, Conn., Re- 
publican-American; Lowell, Mass., | 
Sun; Lexington, Ky., Herald; Troy, | 
N. Y., Times; Dayton, O., News; 
Evansville, Ind., Courier-Journal; 
Waukegan, Ill, News-Sun; New}- . - = 
Haven, Conn., Register; Boston, 
Globe; 

Scranton, Pa., Republican; 
Louis, Globe-Democrat ;: 
Citizen; Rockford, IIl., 
public; Rochester, Times-Union; 
cine, Wis., Journal-Times; 
port, Conn., Post-Telegram; 


St. 
Columbus, O., 
Register-Re- 
Ra- 
Bridge- 
Camden, 
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The Boston Post's 


| dominant circulation 
reaches 336.627 families, 
with yearly incomes 


| large enough to BU" 


try The Boston newspaper reader survey made by Prof. Daniel Starch showed 

conclusively that The Boston Post has many thousands more readers in the 
— $3000 to $10,000 family income group than any other New England 
Ga. newspaper. The Post has QUALITY as well as QUANTITY. 


Re. The Boston Post’s circulation, by far the largest of any Boston daily news- 
vt paper, reaches a population where 62 people in every 100 have individual 


aie bank accounts—and their average bank deposits are more than THREE 
and TIMES the National average. 


M —and The Boston Post 
reaches them at HOME 


1gton 
A straight morning newspaper with only ONE edition, and no duplicated 


time 
road 
r and 
mit 


1 ap 
Wash- 
‘esenl 


Wash: 


‘i 


eam or compulsory combination circulation, practically all home delivered; a 
ts fr potent factor in New England family life for more than a HUNDRED 
mane YEARS. 

in aD 


motor 
ite. 


This dominant family coverage is producing, time and time again, the most 
outstanding results for advertisers who realize the tremendous power of its 
advertising columns. You can complete a successful sales campaign in 
New England with The Boston Post ALONE. 


be Boston Post 


New England's "GOOD MORNING" for 103 Years 


a SPECIAL REPRESENTATIVES — KELLY-SMITH COMPANY, New York, Chicago, Philadelphia, Boston, Detroit and Atlanta . 
R. J. BIDWELL COMPANY, San Francisco, Los Angeles, Portland and Seattle | ae 
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RAISE EYEBROWS 
OVER FRANK ON 


EHFA’S FOLDER 


‘Can't Compete,’ Say South- 
ern Publishers 


Chattanooga, Tenn., Aug. 30.—The 
method of obtaining distribution for 
the rotogravure folder prepared for 
the EHFA by Young & Rubicam, 
New York agency, has aroused the 
ire of the Southern Newspaper Pub- 
lishers’ Association, which regards 
the use of the government frank for 
such material as unfair competition. 

The understanding of the S. N. P. 
A. is that 300,000 of the pamphlets 
are being distributed. The frank and 
the legend, “Official Business,” are 
substituted for 4% cents postage 
which would be required from a com- 
mercial concern at third-class rates, 
or ten cents locally for first-class, 
and 15 cents elsewhere. 

“How is newspaper advertising to 


ret, = +08 
Goog 424 new 


ined Dy ih i 
d vy, 


pie’? ce 


HAT is exactly what quite a few na- 
tional advertisers say about the coupon 


they attach to their copy in 


ture, the Personal Problem Magazine. 


Let’s look at the record of 
coupon-users. 


..-In the June issue of this magazine, 
the Worcester Salt Company offered to 
send a large size tube of Worcester Salt 
Tooth Paste and a tooth brush for 35c. 
Now 35c is a cumbersome enclosure. 
by August 8, some 458 coupons with that 
‘ash tacked on were received. 
Furthermore, they are still coming in. 

...Seedol Laboratories recently com- 
pleted an analysis on the productivity of 
25 magazines in which their Health 
Inasmuch as they 
sell by mail only, this company had abun- 
dant opportunity to establish the relative 
value of the large list of periodicals they 


amount of 


some 
Foods are advertised. 


employ. In all those vital 


lowest cost per sale, best average unit sale, 


compete in any kind of advertising 
program on the basis of cost if the 
postage bill for direct mail is elimi- 
nated from consideration?” de- 
manded Capt. Cranston Williams, 
secretary, in a bulletin to members 
this week. 

Capt. Williams also asked whether, 
in view of the government’s intru- 
sion on the sphere of private busi- 
ness, its publicity should not be 
measured by the same standards. 

“It is the view of some publish- 
ers,” the bulletin pointed out, “that 
such publicity from private manufac- 
turers is denounced as an example 
of free space grafting to substitute 
for paid advertising. Why should 
any government agency competing 
with private enterprise not pay for 
advertising and publicity just like a 
private concern?” 


Lilienthal Gives 
Objectives of TVA 


Washington, D. C., Aug. 30.—The 
14-page rotogravure folder issued by 
the Electric Home and Farm Au- 
thority of the TVA was the first ad- 
vertising move toward “An Electri- 
fied America,” the slogan used on 
the cover. 

The folder was produced in maga- 
zine size in three colors. Other ad- 
vertising plans will be deferred un- 
til the return from Europe of David 


Lilienthal. Before sailing, Mr. Lili- 
enthal outlined the five-point pro- 
gram of the TVA: 

“1. We must begin thinking in 
terms of an electrified America, and 
cast aside the tradition which is 
binding us to our present niggardly 
use of electricity. 

“2. Our entire electric rate struc- 
ture must be re-examined and dras- 
tically revised. 

“3.  Electric-using appliances must 
be put into the homes and on the 
farms on a scale heretofore not suc- 
cessfully attempted. 

“4. All the forces of business, 
scientific and engineering ingenuity 
and technique must be concentrated 
upon the problem of reducing certain 
of the costs of operation. 

“5. The people of the country 
must be brought to realize that there 
is a pool of electricity lying idle, 
ready and waiting to be used, and 
to realize what electricity can do in 
lightening their burdens, in increas- 
ing their incomes and making for 


a richer and better life.” 


Schuck Makes Change 


Wallace J. Schuck, formerly a 
member of the advertising staff of 
Automobile Trade Journal, has been 
appointed Chicago representative of 
Distribution & Warehousing, New 
York. His office is at 300 W. Adams 
St. 
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ical Culture, 
Physical Cul- 


some of these 


bene 


highest volume of repeat business—Phys- 


the Personal Problem Mag- 


azine, rates, according to Seedol Labora- 
tories’ own statement, “first by an amaz- 
ingly large margin.” 


... The inquiry cost from one column 


ture was 5c. 


..N. W. 
Yet 


past.” 


Magazine. 


particulars— 


advertisement upon Outdoor Girl Beauty 
Products in a single issue of Physical Cul- 


Ayer & Sons selected Phys- 


ical Culture for Kellogg’s All Bran “by 
the way it has always produced in the 


...In a test campaign in various media 
by means of coupon returns, the Edros 
Natural Products, Inc., received 14,081 
inquiries which were directly traceable to) “Nana,” 
one advertisement in Physical Culture 
The cost was 6c per inquiry. 
Volunteers the delighted advertiser: “We 
feel that Physical Culture has done 
cellent job for us in this test.” 


Physical Culture 


an @€X- 


THE PERSONAL PROBLEM MAGAZINE 


. 


ADVERTISING IS 
USED IN EFFORT 
TO CLEAN FILMS 


Legion of Decency Takes 
Paid Space in Chicago 


Chicago, Aug. 27.—What is be- 
lieved to be the first paid advertis- 
ing on behalf of the Legion of De- 
cency, organized to “clean up” the 
movie industry, appeared yesterday 
in the Chicago Sunday Tribune as 
a full-page advertisement. 

The copy consisted almost entirely 
of a list of 235 motion pictures, di- 
vided into three groups. Class A 
(“pictures in this group are ap- 
proved”) contained 88 names; Class 
B (“pictures in this group are not ap- 
proved for children. They are 
neither approved nor disapproved 
for adults”) contained 93 names; and 
Class C (“pictures in this group are 
not approved”) contained the names 
of 54 movies. 

The only other copy on the page 
was an explanatory statement an- 
nouncing that “the Chicago Council 
of the Legion of Decency presents 
to all who desire wholesome enter- 
tainment the following classification 
of motion pictures, now being shown 
in theaters in the metropolitan Chi- 
cago area, according to the stand- 
ards of the Legion.” There was no 
formal signature on the page, its 
place being taken by two lines: “We 
aim to build—not destroy. The 
most valuable asset of America is 
its youth.” 

The advertising was placed di- 
rectly through the office of the Cath- 
olic bishopric of Chicago, the list of 
235 movies actually being composed 
of seven weekly lists which had been 
compiled by the Legion, and which 
had been read from the pulpits of 
all Catholic churches in the diocese 
from week to week. 


Exhibitors Worried 


Yesterday’s advertisement was 
purely a local effort, ADVERTISING 
AcE is informed, and does not indi- 
cate that the Legion will turn to ad- 
vertising on a national scale al- 
though of course there is a _ possi- 
bility that other chapters of the Le- 
gion may follow suit in their own 
communities. No further advertis- 
ing is contemplated locally for the 
present. 

Although they refused to be 
quoted on the matter, a number of 
prominent motion picture’ theater 
operators and the local officers of 
| producers and distributors admitted 
| frankly to ADVERTISING AGE that 
the advertisement had caused them 
considerable anxiety; and that the 
influence of the Legion was being 
increasingly felt at the box office. 

One or two professed to find some 
slight consolation in the fact that 
only about 23 per cent of the pic- 
tures listed were disapproved, even 
though this group included a num- 
ter of the most prominent pictures 
of recent months. 

In this group were such pictures 
as “Affairs of Cellini,” “Back Street,” 
“Catherine the Great,” “Finishing 
School,” “It Ain’t No Sin,” “Jimmy 
the Gent,” “The Life of Vergie Win- 
ters,” “Little Man, What Now?” 
“Madame Du Barry,” “Manhattan 
Melodrama,” “Men in White,” 
“Of Human Bondage,” 
|“‘Registered Nurse,” “Riptide,” “Sa- 
| 


die McKee,” “Such Women Are Dan- 
gerous,” “ 
“The Trumpet Blows.” 


_ Eno Program Resumes 


| ’ : ® 
After a month’s suspension during 


| August, Eno Crime Clues will return 

| to the air lanes Sept. 4 and continue 

|as before on Tuesdays and Wednes- 
days at 8 p. m. 

| 


Donald White Changes 


Donald White, director of the 


.| American Institute of Food Distribu- 


tion, has joined the Voluntary and 
| Cooperative Groups Magazine as man- 


"|aging editor and director of service. 


Tomorrow’s Children,” and | 
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Full page advertisement for the 
Chicago Council of the Legion 
of Decency which appeared in 
the "Chicago Tribune” last Sunday. 


To Advertise 7 
X-Ray As Boon 
to Shoe Buyers 


St. Louis, Mo., Aug. 30.—After a 
year of tests of X-Ray fitting ma- 
chines without advertising, this mod. 
ern method of insuring correct fit of 
shoes will be featured this fall by 
Central Shoe Company, branch of 
the Brown Shoe Company. The com- 
pany’s Robin Hood brand doubled 
sales by using the X-Ray. 

“A perfect fit or no sale” is the 
theme of the campaign, which will 
be placed in every community where 
a sufficient number of good mer. 
chants agree to get behind the idea, 
which embraces the purchase of X- 
Ray machines, with a minimum in- 
vestment of $425. Another campaign 
will be addressed to mothers, urg- 
ing them to insure well formed feet 
for their children by use of the X- 
Ray. 

The Adrian X-Ray machine used 
by the majority of retailers is con- 
structed for use in shoe selling 
After the buyer has been fitted with 
shoes, he stands on a low platform 
and gazes through the X-Ray at his 
own feet, which may be also seen 
by the shoe salesman. The latter 
tells the customer the signs by 
which he can tell whether or not he 
has the correct shoe. 

According to W. A. Menke, adver: 
tising manager of the Central Shoe 
Company, use of the X-Ray in one 
high school indicated that 70 per 
cent of the students were wearing 
improperly fitted shoes, many hav- 
ing suffered malformations of the 
feet from this cause. 


Trade Executives Meet 

The American Trade Association 
Executives’ 15th annual convention 
will be held at the Shoreham Hotel, 
Washington, D. C., Sept. 20-22. 
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M ANUFACTURERS who have been 

waiting for something to “‘happe” 
in the plumbing and heating industry 
now face the greatest opportunity of re- 
cent years in the National Housing Act 
Plumbing and heating contractors are 
now the central force around which 
remodeling and repairing business will 
move. 


Now is the time to go before these 
contractors with your story, because 
| they are alive to the possibilities of new 


| business. They are going to be called 
| upon many times in the next = 
| months to furnish equipment, 4" 


whether or not that equipment is yours, 
depends upon your own efforts. Reach 
these key men through DOMESTIC 
ENGINEERING. 


_ DOMESTIC ENGINEERING 


Ave., 


1900 


Prairie Chicago. 


| 
| 
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| Pennsylvania Railroad, “Store Door 
Collection and Delivery of Merchan-| 
|dise by Railroads”; Ruth O’Brien, 
chief, division of textiles and cloth- 
|ing, bureau of home economics, U. S. 
|Department of Agriculture, and 
|Dean Wallace S. Donham, Harvard 


Distribution 
Meet Program 
Details Bare 


Boston, Mass., Aug. 29.—Paul B. 
West, managing director of the As- 
sociation of National Advertisers, 
will speak on “Advertising Costs— 
Their Part in Distribution,” at the 
sixth annual Boston Conference on 
Distribution, Sept. 24-25, it was an- 
nounced today by Daniel Bloomfield, 
manager of the conference, which is 
sponsored by the Boston Chamber of 
Commerce and a score of cooperat- 
ing organizations. 

Additional speakers will include 
Dr. Bruno Burn, an exile from Ger- 
many and author of “Codes, Cartels 


and National Planning,” who will 
speak on “The Shortcomings of| 
Price Regulations Under Codes”; 


Dr. Wilford L. White, chief, market- 
ing research division, U. S. Bureau 


of Foreign and Domestic Commerce; | 


Edgar Kobak, vice-president, Na- 
tional Broadcasting Company, who 
will speak on “The Relation of Radio 
to Distribution;” 

Ira Hirschmann, publicity director, 
Lord & Taylor, who has just re- 
turned from a European trip, and 
will speak on “Europe Looks at 
American Recovery”; H. H. Young, 


Graduate School of Business Admin- 
istration. 


Podeyn Heads Radio 
at Donahue & Coe 


| 
| George J. Podeyn has joined Dona- 
|hue & Coe, Inc., New York, as head 
of all radio activities. 
Entering the radio field in 
Mr. Podeyn’s experience includes 
that of western sales manager of 
NBC and radio director at Batten, 
Barton, Durstine & Osborn, Ine. 
Among the shows he has produced 
are Gold Dust Twins, Goodrich Sil- 
vertown Cord Orchestra, Cliquot Club 
Eskimos, Happy Wonder Bakers and 
the Atwater-Kent Hour. 


Milk Account to Ayer; 


| Magowan Named to Staff 


| N. W. Ayer & Son, Inc., Phila- 
| delphia, has been appointed to place 
advertising for the dairy products of 
Golden Guernsey, Inc., Peterboro, 
| N. H. 

| Robert Magowan, for the past seven 
|years with R. H. Macy & Co., New 
York, has joined the Ayer New York 
office as account executive. 


1923, | 


PRUNE GROWERS’ 
ADVERTISING T0 
CONTINUE IN '38 


Reserve Funds Will Pay for 
New Seasonal Drive 


San Francisco, Cal., Aug. 29.—Cali- 
fornia prunes will continue to be ad- 
vertised on a national basis during 
the coming year despite the fact that 
the new federal marketing agreement 
under which the industry is now op- 
erating does not provide for any ad- 
vertising or sales promotion pro- 
gram, according to announcement 
made today by Ray Randall, adver- 
tising manager of the United Prune 
Growers of California. 

Funds to carry on the prune in- 
dustry advertising during the 1934- 
35 season will be obtained from a re- 
serve advertising fund which has 
been accumulated by the United 
Prune Growers by setting aside a 
percentage of the regular advertising 


While ‘twas HOT 


1. 


74.3¢ is 


we DUG! 


And here are the FACTS and 
FIGURES we mined for you! 


BRIEFLY 


Of Radio Sets in Minnesota 
58.3% are in the area 


DOMINATED BY KSTP 


Of EVERY Retail Sales Dollar 


+ in Minnesota 


spent in the area 


DOMINATED BY KSTP 


Of the Five Leading Media, 


=» during 


the past 7 years, 


RADIO GAINED 1250% 
of the total advertising expenditures 
while the 4 other media lost from 

22.5% to 73.5% 


ERGO: THE 


WISE MONEY IS 


GOING RADIO! 


All this Sales-Boosting information is contained in our new CHARTS which 
are FREE to Advertisers and Advertising Agencies PROMPTLY ON REQUEST 


NEW YORK—Paul H. Raymer Co. 


National Representatives 


CHICAGO—Greig, Blair & Spight, Inc. 


MINNEAPOLIS KS i ‘ ST. PAUL 


DOMINATES THE NINTH. U.S. RETAIL MARKET 
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UNUSUAL DISPLAY INTRODUCES NEW SOUP 


°F 


— 


, elicicwh 
HOT or COLD 


~~ 


Soup Company. The company has 
increasing its soup 


Small cardboard boxes representing refrigerators are being supplied 
dealers to help them introduce Consomme Madrilene, newest prod- 
uct of Franco-American Food Company, a subsidiary of Campbell 


also announced a new onion soup, 
line to 12 items. 


appropriations during the past two 
years. 

More than 95 per cent of all the 
prune growers of the state have con- 
tributed to these advertising ap- 
propriations during the past two sea- 
sons through an advertising assess- 
ment which has been paid on all ton- 
nage of standard grade _ prunes 
handled by the United and the par- 
ticipating commercial packers. 
Expenditure of the reserve adver- 
tising fund for a national industry 
advertising campaign during the com- 
ing year was unanimously approved 
by the board of directors of the 
United at a meeting held here this 
week. The responsibility for direct- 
ing the 1934-35 industry advertising 
program was placed in the hands of a 
special advertising committee con- 
sisting of Harry C. Dunlap, Yount- 
ville, W. H. Calhoun, Healdsburg, 
James Mills, Sr., Hamilton City, 
E. H. Sharp, Hollister, and Nick Nel- 
son, Los Gatos. 


Will Tell of Research 


In presenting an advertising pro- 
gram for the coming year to the 
board of directors of the United, Mr. 
Randall pointed out that the cam- 
paigns conducted under the direction 
of the United during the past two 
seasons had played an important part 
in reviving trade and consumer in- 
terest in California prunes. 

He also stressed the fact that the 
results of the research studies on 
California prunes which have been 
carried on for the past 18 months in 
a number of American universities 
through fellowships established by 
the United had provided much valu- 
able new information about prunes 
which would be of outstanding in- 
terest to physicians and other pro- 
fessional groups as well as to the 
public at large. 

The industry advertising efforts 
during the coming year will be con- 
centrated, according to the general 
plan approved by the United board, 
towards placing the facts developed 
by the research studies before as 
large a national audience as the 
available funds will permit. 


Arch Pool Dies 


Arch Pool, formerly associate edi- 
tor of Louisville Courier-Journal, 
and also with the Paducah Times 
and Frankfort State Journal, died in 
Washington, D. C. from a paralytic 
stroke Aug. 22. Mr. Pool went to 


Finance Cigar Code 
Through Stamp Sales 


The code authority for the cigar 
manufacturers has applied for NRA 
approval of an amendment to its codé 
whereby all boxes of cigars would be 
required to carry a stamp signifying 
compliance with the code. Proceeds 
from sale of the stamps would be 
used to finance code expenses. 
Objections to the plan are to be 
filed with Deputy Administrator 
Irwin S. Moise, Investment Bidg., 
Washington, by Sept. 10. 


Gove to Nu-Enamel 
Gilbert S. Gove, formerly advertis: 
ing manager of Commercial Milling 
Company, Detroit, has been named 
publicity manager of the Nu-Enamel 
Corporation, Chicago. 


Miss Herrell Named 


Ethel Herrell has been elected sec: 
retary of the International Silk 
Guild to succeed Douglas Walker, 
resigned. 


No Alibis 


A promise: Deal with P. & A. 
in full confidence that a life- 
trained personnel will bur- 
den you with no alibis. We, 
too, have our deadlines — 
and know how to make them. 
When you clearly specify 
what you want from P. & A., 
you get if. 


Partridge & Anderson 
Company 


ELECTROTYPES + NICKELTYPES 
STEREOTYPES + MATRICES 
CHICAGO 


Washington eleven years ago to join 
the staff of the Herald. 
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. ecert ainly rates; and a rotogravure milline in Metro- 
| , politan Weekly Gravure that is lower than 
' Coupon returns galore—but more impor- 

—— most morning and evening paper black and 

white millines. 

vs Retail merchants depend on the papers 
va comprising Metropolitan Weekly to sell the e concentra {i on 
ces bulk of the country’s merchandise. 
2 Present circulation over five and a quarter 
i, ca dollars million families, nearly sixteen million 
arte Metropolitan Weekly Comics offer the readers. One order, one piece of copy, one 
ling 
or lowest page and half page per thousand handling and no plate cost. 
| 
"silk 
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KELVINATOR TO 


START DRIVE ON 
AIR CONDITIONER 


To Build Educational Back- 
ground for *35 Selling 


Detroit, Mich., Aug. 30.—Convinced 
that its 1935 air conditioning busi- 
ness will be strongly influenced by 
the efforts put forth between now and 
next spring toward building  in- 
creased public acceptance for the 
product, Kelvinator Corporation has 
planned an intensive fall and winter 
newspaper, magazine and trade pub- 
lication campaign as a foundation for 
its next year’s summer air condition- 
ing sales. 

Business magazines will receive 
most of the space, emphasis being 
planned to center on commercial air 
conditioning installations, according 
to the company. Although the sched- 
ule is not as yet complete, officials of 
Brooke, Smith & French, Inc., agency 


}in charge, expect that the campaign 
| will get under way in September in 
Buildings and Building Management. 


| The balance of the schedule, it is 
‘said, will include Fortune, Wall 
| Street Journal, Chicago Journal of 


| Com merce and Boston News Bureau. 
|Copy will appear in these mediums 
'in October when trade publications 
will also be added. 
Effort 

“Air conditioning in its truest 
sense includes heating, refrigeration 
and proper humidification,” 
V. C. Woodcox, Kelvinator advertis- 
ing director, in commenting on his 
firm’s advertising schedules. “The 
greater part of the public’s growing 
interest still lies, however, in con- 
trolling summer atmospheric condi- 
tions. 


Educational 


conditioning field, it is evident that 
an ‘educatonal’ rather than a strictly 
‘sales’ approach is necessary, 


that this can be profitably carried on | 
during the autumn and winter, with | 


the ‘sales’ copy coming later.” 

The recollection of trade losses 
caused business men by this sum- 
mer’s unprecedented heat will pro- 
vide a valuable wedge in the cam- 
paign, Mr. Woodcox indicated. The 
copy, therefore, will emphasize such 
points as the economic advisability 
of including air conditioning in 1935 


said | 


} 
_ General Foods, 
| 


| Foods 
Considering the present state | the 
of interest in this division of the air | change is taken as an indication that 
ithe company believes that possibili- | 
| ties of expansion in the South have 
pane | not been exploited to the utmost. 


| budgets, the advances the product 
|has made since leaving the experi- 
mental stage, the improbability of 
rapid obsolescence and the proper 
procedure in choosing equipment to 
meet varying needs. 


ditioners includes 24 models, avail- 
able in the floor-type, self-contained 
| > : 
jand suspended form of unit. 


‘Palmer W. Shade 
Moved to Atlanta 
Palmer W. Shade, vice-president of 
formerly located in 
New York, has been transferred to 
Atlanta. 
Mr. Shade _ will 
activities in the 
Atlanta’ district 


direct General 
South from 
office. This 


Club Features Fliers 


The Cleveland Advertising Club 
held a Famous Fliers luncheon Aug. 
31 in connection with 
Air Races. Mary Pickford, who was 
chosen to open the races, 
guest of the club, along with a num- 
ber of the fliers and 50 regional con- 
test winners of the Scripps-Howard 


model plane competition. 
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IS ABUNDANT in the 
CEDAR RAPIDS AREA 


Travelers tell us that Cedar Rapids is the center of an area which 
is now the garden spot of the world. While early crops and small 
grains were damaged by the drought, rainfall since the fourth of 


July has been 


more than normal. 


The official figures show that 


the rainfall in Cedar Rapids for July totaled 8.44 inches against 


4.68 inches last year. 
Gazette trading area is in the recognized drought area. 


Not a single county in the Cedar Rapids 


With a 


nearly normal corn crop and soaring prices for hogs, farmers in 


the Cedar Ray 
Rapids. 


this favored market. 


yids area are happy. 


Business is good in Cedar 
Shrewd advertisers cannot overlook the possibilities in 
In this garden spot within an average radius 


of 40 miles from Cedar Rapids, the Cedar Rapids Gazette offers 


intensive coverage. 


Local merchants, quick to sense the situation, 


have placed a greater volume of local lineage in the Cedar Rapids 


Gazette (6 mo. 1934) than is carried by any other paper in the 


state. 


best in a position to know. 


National advertisers can profit by taking a tip from those 


‘Blankets Iowa’s Richest Market’ 


Cedur Rupids Guzette 


Represented Nationally by 


ALLEN-KLAPP-FRAZIER COMPANY 


New York 


Chicago 


Detroit St. Louis 


the National | 


was the) 


| 
| 
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UTILITIES AND 
- DEALERS SPLIT 


The present Kelvinator line of con- | 


OVER TVA LINES 


Birmingham, Ala., Aug. 30.—Elec- 
trical appliance dealers in Alabama 
believe manufacturers put a fast one 


over on David E. Lilienthal, power 
director of the Tennessee Valley 
Authority, when they got him to 


|place the TVA emblem on the lift- 


top or chest model refrigerator now 
on the market. The dealers are not 
trying very hard to sell the refrigera- 
tor and the public is not clamoring 
to buy. 

It is true a number of sales were 
made when the model was first intro- 
duced by the EHFA with a fanfare 
of trumpets. However, most were 
made by utilities interested primarily 
in load building. Dealers have main- 
tained a “hands off” policy, claiming 
the markup to them insufficient. 

Now that sales of the TVA model 
have fallen off, dealers contend there 
is no overwhelming public demand 
for this merchandise, that the price 
is too high for value received and 
that refrigerator prospects realize 
this fact. The TVA models range in 
price from $74.50 to $88, depending 
on which manufacturer’s product is 
being offered. Dealers point out that 
for about $100 they can offer a con- 
ventional type refrigerator with 
much more storage space and most 
customers are willing to pay the dif- 
ference. 


Derides New Models 


The attitude of 250 independent deal- 
ers was reflected by the manager of 
a furniture company in Birmingham, 
who declared the TVA models only 
large enough to accommodate a fam- 
ily of two or “preferably an old maid 
who has a job and does a little light 
housekeeping on the side.’ He de- 
clared it beyond reason to expect 
such a box to accommodate the aver- 
age farm home with an abundance of 
such perishables as butter, eggs and 
milk. Another dealer in derision 
placed one of the boxes on display 
containing a watermelon. The melon 
completely filled the refrigerator. 

This antipathy on the part of the 
dealers is chiefly to TVA refrigera- 
tors and not to its electric range and 
water heater, which carry a greater 


| markup. 
In contrast to this position on the | 


part of the dealers, the Alabama 


Power Company has set up a three- 


/year program for the sale of 38,807 


| 
| 


|major appliances. 


|TVA refrigerators, 9,789 ranges and 
5,414 water heaters, a total of 54,911 
The utility is in- 
troducing the EHFA financing plan 
and in addition has a supplementary 
dealer cooperative plan of its own 
applicable to ranges and water heat- 
ers. Up until August 1, the utility 
reported the sale of 1,069 TVA ap- 
pliances. Dealer sales of TVA ap- 
pliances were much lower. 


Faulkner Named Head 
of Auburn Automobile 


Roy H. Faulkner, who was with 
Auburn Automobile Company from 
1923 to 1931 as sales manager, vice- 


| president and president successively, 
| has been appointed president of the 
| company. 


| ner 


Since leaving Auburn, Mr. Faulk- 
has been with the Studebaker 
Corporation and Pierce-Arrow as 
| vice-president in charge of sales. 
W. H. Beal has been selected as a 
new vice-president of the Cord Cor- 
poration and will act as assistant to 
L. B. Manning, executive vice-presi- 
dent, with headquarters in Chicago. 


| 
| 
| 
} 


| 


H. T. Ames, president of the Dues- | 
enberg unit, Indianapolis, has been 


named vice-president of the Auburn 
Automobile Company. 


Pretzel Maker Appoints 
The Noss Pretzel & Cone Com- 
pany, Cleveland, maker of pretzels, 


, potato chips and cones, has named | 


Fuller & Smith & Ross, Inc., Cleve- | 


land, to handle advertising. 
newspapers, direct mail and 


Radio, 


dealer | 


helps will be used in northern Ohio. | 


ADVANCED BY 6, £. 


| — 


A. C. Roy, who has been appoint. 
ed advertising manager of the air 
conditioning department of Gen. 
eral Electric Company, New York, 
succeeding W. A. Bowe, resigned. 
Mr. Roy has been a G-E sales en- 
gineer and sales promotion execu. 
tive since 1916. 


Cycling Safety 
League Launched 
By Three-in- One 


New York, Aug. 30.—Taking ad. 
vantage of the returning vogue of 
the bicycle and roller skates, Three. 
In-One Oil Company will launch a 
unique promotion effort, to be known 
as the Three-In-One Safety League, 
Sept. 10. The purposes of the league 
will be to teach children the proper 
technique of bicycle riding and roller 
skating, to secure safe byways for 
them on which they may ride and 
skate, and to teach general traffic 
rules. 


Promotion will be done through 
the company’s dealers, who will ac- 
cept applications for membership 
from children between the ages of 
six and 16 years and will give them 
safety test blanks on which they will 
answer questions designed to test 
their knowledge of riding and traffi 
problems. 

Those who successfully pass this 
test will be awarded an attractiv 
pin or emblem with three C’s en 
graved upon it, standing for caution, 
courtesy and cooperation, the watch 
words of the organization. 

Permanent headquarters of tlie 
league have been established at »! 
Varick St., New York, with Nanc) 
Frazer in charge as secretary. B 
ginning with the October issues ©! 
trade publications, advertising wil! 
urge dealers to lend their coopera 
tion to the movement. 


La Lasine Appoints 


La Lasine International, Inc., New 
York, La Lasine antiseptic, has 4P 
pointed J. M. Mathes, Inc., New York 
Newspapers and radio will be the 
first mediums used in a campalga 
soon to be launched. 


GEARS THAT MESH 
WITH YOURS: 45-MINUTE 
SERVICE...PHOTOSTATS by 


RAPID 
Go Fr Fy SERVICE 
CHICAGO 5 State 6013-4 


( State 5980-1 


NEW YORK 
Vanderbilt 3-3680 
For All Branches 


CLEVELAND: 
Main 9335 


Foamp 


CONTR 


heath Ra SO eo Le Ty ge ee” Se ea COR ee eS aE Re ee eh re eel ON MN Ee i ras Sere Geo ae oo RAR ern Sa ae en 
+ hat eee ee ae WN aati se ATs, pada Sem, at ee ee P a aaa : ee Gan % ss ae : 2 7 3s . F. ’ ’ yi a ; 3 : iat a 
: | ee Po 
| a | — | ee | 
| : a Se ee ee a 
{ a Be it 
. — _ : 
' 
i be 7 
Be | ® er Sos J 
Pe | ‘ : | | 
a: , ee 
: » — *, 7 
ee | s a | | 
Bia 4 si we aay a | 
a : oe as 
| we : 
be <= mae a ie a rn a3 ae e 
Ree cee 
oh aay — om 
Pa pe 
“Sous eek ’ 
eae. 
way “ 
eee 
t as 
sie: eee 
a Be) seal = ee — em a - - = — ——______— | 
se aN te 
rh tie om, 
3 j 
aie Tk 
aa ~ ee 
ee 
Pe ——_—- 
eis 
Ss ¢ | 
; TiS | 
4 - A ta 
we ——— ES SS SF Fe ee 
ats : a ee enmmamnaiiilliiicumnmmnetennsntitlinnsadiiltiattiedtassnedtiitmanttttedttimesemaate — = 
\ > ff ________}F§ fp —__9 __+gY-____y eo eee —- =a 
See eee eee — r= = SF SS — 
Sas ' => am < ——e N28 aE oom —.. = = a ea 
a. = == ‘2 ae ee”, == Yr SA. ©. : Ee 
aah a — i Po ase « Se ge eT = =— — 
Bee a —— Ss. = i ae © —=—=— = te. == = = = 
ee ” a = _» = ca —— = = rf 
4 - - oe = a ¥ PS = ‘a — = = = - 
Z | = , eee = fF. #F -_ 
. Ke a F = a = = —— > = £ = % = ( - E ned - | 
ee = Pp = ( £2 D>? a if:/2£ 8 25 m =f2 | 
<a a, r—— SS SS SH 2/9 2/ MMe, == = F= 
<a ae 47 (GE = = = Seg i ee, == ES s= 
ae ee Oo ee a wee we. ff Se SE EIB, SPs | 
Se. a, Tey \O ie er ae - a2 77a » mice ae (ali Mh 
eet ee a . ‘ 4 ge ‘ ie ee 4 ca — ae oS ~ a , -. a | 
Pape % f] e 4 4's ‘ . M < A ring” Ma ‘q \ ae Na, ‘ - gece —. eg ee = . ™ ee 
sists, ) tS : 14 4 ‘ , oe ‘ 4 ‘N, i ’ XN aN : * ian —_ 5 ee —_ s 
a — ee POR: $0 Soa | 
pet + . 8 Ly — > | 
o SSAA Oe | 
a — SSS4 TRE LAS At BERR 2 ie: | 
ee ree ——— 7 i " b wt Ly dle V7 ay ay A so 27 / 
a EEO TAM RE SRS LSA TA ee | 
— nat ue ; yA) tt AY a a uArs ee 
i a ¥ i. . 8 ' 5 | Uy oe ae x 
in NTE 
Ln ee —__ SST 
aoe ’ 
y owicee a oe = 
4 pes 
Re mt : 
ie 
ey. ia a er. 
Ea 
oe 
Be 
Me 
| os eee 
‘ . aie 
te ool 
corey | ee 
ts rey oe ny 
| ee |B erica 
| CTICA 
es DR ee 
. SS ——— se To Patina 
DS eige: | in 8s pore ers of Bl 
= mu bu hee : 
el MAE SS | MRR SR ME OAT TT I ECT TST TRS oust 
er 
bois : , l é ‘ gliger 
Peper WON tee ah A ee ae a Sw a BP eon MN i 2: sige A gh MR ee eG come ag Bg ia ees TRV RO ek Ne ai AR Oy ee Gane ea Sol coeenety can. aia Sere 
igh eee Sa SRA 7 ORR aoe OL ea ee oe ts oa fe age maak 1 pias he A Eg: Fe oe ate Moe 520 Ngee ral) ce, rs eg Rapa ae Sen aa aay ania Gogh eI OTS SLE Seanad See = EEG yo Smeets Ry Secs | 7 ves ee hs 
fy oe eer oo oe ogee oe Fn ay, % ee ary 3 Bo rate oer Lh GT Fell: Bee oe less Ure 20s seco Det gs Se RI Re Lah oo ree Sy ea eae RY arpa CAN Rape AO ‘ Tarte tie aati Vee ren ores BS ele AST eb Oe ye 
Sl mas Re A WR RN ae EC a Pe i A RR ey + Bes pe BS Me ci ee a i ae <M eg Prat; Ocak y aed Se ae 9 ae it cama Acre pape, Neo Tels a i ee er era oS a ag og ee ig ed aera ae BRS apnea Ore a tT geek Jc AGE RR OA. conte, FS “sh 1 dd Sean OS is 
Oe. ee aera ate: ates Nae se Sag eee sds A a SE gy oa aS ee ae ee eT ee ey 


September 1, 1934 


, ——— ae 


‘ 6 = 


» of 
ree- 
ha 
own 
gue, 
ugue 
oper 
oller 
| for 

and 
-a ffic 


ough 
il ac: 
rship 
s of 
then 
> will 
test 


raffc 


. this 
ctive 
s en 
ution, 
vatch 


Nance) 
r Be 
1es ol! 
y will 
opera 


i's 

4 NeW 
as ap 
> York 
pe the 
npalgn 


ADVERTISING AGE 


Nobody reads Business Week for fun. Its fast, tight- 
packed pages are not for the relaxation of tired busi- 
ness men but for the information of active business 


executives. Its job is not to entertain but to serve. 


Business Week is the only publication edited exclu- 
sively for business executives. We said “executives.” 
It is deliberately designed to meet their special needs. 
It helps them to run their own business by keeping 
them in touch with all business, by giving them the 
news and new ideas while they are new. It watches 
and warns of the things outside business which affect 
business—the political moves, the national and inter- 


national trends. 


To perform this service, Business Week editors work 
five days and two nights every week. Even in the light- 
est week, it takes some 750 man-hours of reporting, 
writing and research to produce an issue which even 
a thorough reader can run through in an hour. Not 
included, are perhaps as many man-hours of other 
McGraw-Hill editors whose expert knowledge in so 


many fields means so much to the ultimate reader. 


This is what we mean by being useful. It is also what 
the business executive means when he calls Business 
Week “the most useful of publications.” For if he had 
to do this vital job himself, his business would be 


sadly neglected. 


It is this usefulness to readers which makes 


AL MATTER OF 
USEFULNESS 


Business Week so useful to advertisers. Every sales- 
man knows the place to do his selling is where the 
customer does the buying. The office is the place where 
business is done. The office is the place where 


Business Week works for its readers. 


Business Week makes it possible to put advertising 
where it will do the most good—at the point of sale. 
Advertising gets down to business in Business Week. 
Even the “educational” and “institutional” campaigns 
achieve a sense of immediacy when they run next to 


news. 


It takes many publications to serve the First Citizens. 
They have their hobbies, their sports; they dabble in 
the arts; they read, drink, play contract, go to the 
theatre like the civilized Americans they are. If you 
were to make a pie chart of the publications which 
share in the mental exercise and entertainment of Big 


Business, there would be many slices. 


But no matter how many and varied the interests, busi- 
ness comes first. The men who run American business 
eat, drink, and sleep business. No matter how keen 
the bidding, no matter how close the shot, how thrill- 
ing the race, business is always business—their life as 


well as their job. 


Business Week claims only one slice of that statisti- 


cian’s pie 


but it’s a good big slice, and most nutri- 


tious for advertisers. 


BUSINESS | 
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VITA-CO CALLED 
ANSWER TO ‘MEAL 
IN A TEASPOON’ 


New Health Drink Tastes 
Like Orange Beverage 


Detroit, Mich., Aug. 30.— “A meal 
in a teaspoon,” the search of scien- 
tists for years, has been perfected at 
last. 

The Vitamin Corporation of Amer- 
ica, manufacturer of vitamin prod- 
ucts, will shortly introduce through 
retail drug outlets, a new cod-liver 
oil produet, in the form of a “de- 
licious orange beverage,” which the 
manufacturer claims answers per- 
fectly the above description. 

Not only will ‘“Vita-co,” the new 
product, supply vitamins A and D, 
the properties of cod liver oil, but it 
will also, according to Herbert R. 
Linick, Inc., the Detroit agency in 
charge, furnish liberal quantities of 
vitamins B, C and G. In addition 
to these vitamins, the product will 
contain calcium gluconate, proteins, 
carbohydrates and iron. It will be 
specially processed, according to the 
agency, so that all the vitamin and 
nutritional factors will be “sealed 
in,” with the resultant effect that 
all its energy-giving qualities will 
remain imperishable almost _ indefi- 
nitely. 

The Vitamin Corporation will in- 
troduce its new product first in 
Michigan and Illinois, adding one 
state at a time thereafter until na- 
tional distribution is accomplished. 

First advertising and merchandis- 
ing efforts will consist of a special 
drive to physicians and dentists, ex- 
tensive use of newspapers and local 
class publications, medical and 
dental journals, window displays, 
counter cards and direct mail to the 
trade. 


Advertise Many Benefits 


First copy, which will appear early 
in September, will declare that with 
the advent of Vita-co the old super- 
stition that medicine has to be bac 
in order to do the patient good now 
passes into discard. It will point out 
that while the preparation is com- 
pletely therapeutic, with every ele- 
ment in it there for a healthful pur- 
pose, the beverage is not only with- 
out bad taste, but that it is actually 
delicious. j 

Strenuous efforts will be made to 
win a large share of the cod liver 
oil users who dislike the disagreeable 
taste and odor of plain cod liver oil. 

The benefits of the new product 
for growing children, expectant and 
nursing mothers, busy workers, per- 
sons over-fatigued, and all others 
suffering from diet deficiencies will 
be stressed. 

Illustrations will drive home the 
fact that Vita-co is “not only good 
for you, it is good!” Healthy, beam- 
ing youngsters, as well as adults, 
will be shown asking for “more.” 

Mothers will be advised to give 
their children three glassfuls’ of 
Vita-co every day, on the theory that 
its rich vitamin and nutritional con- 
tents will build strong, hard bones 
and sound, even teeth, and aid the 
kiddies to resist infections, such as 
the common cold. 


Stress Good Taste 


For the busy worker Vita-co will 
be declared to assure a well-balanced 
vitamin diet, supplying the nutrition 
necessary for extra expenditure of 
energy. 

The expectant and nursing mother 
will be told that Vita-co is the ideal 
extra food she needs both before and 
after childbirth, when her system de- 
mands vitamins and calcium in 
quantities that an ordinary diet is 
seldom able to supply. 

The trade will be advised that 
Vita-co is equally palatable in sum- 
mer and winter, thus enabling the 
druggist to maintain his cod liver oil 
sales Gn an even scale all the year 


around. 


Two Join Botsford, 


Constantine & Gardner 


Joe Sill, formerly of Leon Livings- | 
ton Advertising Agency, San Fran- 
cisco, has joined Botsford, Constan- 
tine & Gardner, San Francisco, as 
account executive. Fletcher S. Eu- | 
dail, who was with Coldex Advertis- 
ing, has joined the agency’s public- 
ity staff. 

The agency has moved to larger 
offices at 1010 Russ Building. 


Lambert Razor 
Contract Dies 
As He Shifts 


Boston, Mass., Aug. 30.—S. C. 
| Stampleman, hitherto executive 
| vice-president of the Gillette Safety 
| Razor Company, has been promoted 
|to the presidency. Gerard B. Lam- 
| bert, former president, has assumed 


Leaves Unusual Will 
The will of Liewellyn E. Pulsifer, 
late publisher of the Natick, Mass., 
Tribune and other Middlesex county 
newspapers, contains just 16 words, 


| committee. 

Mr. Stampleman was a vice-presi- 
dent of the old AutoStrop Safety Ra- 
zor Company. When that concern 
and reads, “All my real estate and | Was merged with Gillette four years 
personal property of every descrip- | 480, he, with other AutoStrop offi- 
tion to my wife, Frances M. Pulsifer.” | cials, joined the Gillette executive 


This is an August, 1934 revision of an advertisement which appeared September, 1 
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| staff. He has been identified with | he was to be given an addit 
|the safety razor business for 29 | 20,000 shares. Another 20,000 


_years and is one of the leading fig- | were reserved for officers, of 
|up to 10,000 shares could haye 
| Mr. Lambert was elected president | issued to Mr. Lambert. 

As the highest earnings of the j,., 
1921 and 1928 he had been an execu- | three fiscal years were $1.98 , 


|ures in the industry. 


of Gillette in May, 1931. Between | 


|tive of Lambert Pharmacal Com. | 
|Lambert was elected 
| the Gillette Company, 
voted him 

which was eventually ratified by | 
stockholders, under the terms of | 
which he was to serve without sal- 
/ary, but was entitled to receive 
common stock under certain condi- 
tions. 

| If profits reached or exceeded $5 
|a share in any year, he was to re- 


| ceive 20,000 shares of stock; if pro- | dence escaped with minor euis 


| fits reached or exceeded $6 a share 


in 1932, no payment in stock pa. 
pany, maker of Listerine. When Mr.| been made to Mr. . 
president of|that he is no longer presid, nt, al 
the directors | though remaining with the conn... 
a profit-sharing contract | the contract is no longer in f; rece 
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Miss Barton Injured 


Betsy A. Barton, 16, daughte, of 


Bruce Barton, was seriously 


Aug 
ing 
Dan 


injured 
. 26 when the car she was driy 
overturned on the Providenre 


ielson highway. Randal] Barton 


18, and E. J. Bullard, 19, of Proy; 
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ADVERTISING AGE 


a, — - — — 


. | Sept. 20-22. American Trade As- Oct. 7-9. Annual meeting, Mail | 
° sociation Executives annual meeting, | Advertising Service Association, Bos- 
oming Hotel Shoreham, Washington, D. C. | ton, Mass. 

C ti 


Sept. 20-22. National Industrial/ Oct. 11-13. American Photo-En- | 
Advertisers Association annual) gravers Association annual meeting, 
meeting, Netherland-Plaza Hotel, New York. 
es OO, 0. | Oct. 15-18. Outdoor Advertising 10 CITY FOLKS 
Periodical Publishers In- 


Sept. 24-25. Boston Conference on| Association of America annual meet- 
Sept. 8-9. Northwest Daily Press | Distribution, Hotel Statler, Boston, | jing Chicago. 
ssociation, Pine Beach Hotel, South | Mas | : 
ee i aie aa hapa Oct. 16-17. Inland Daily Press As-| 

Gull ae 2 a 1 aa ti | Sept. 26. Hotel P Chicago. Aug. 30.—An _ unusual 
Sept. 10-lo, Financial Advertisers stitute annual meeting, Hotel Penn- ; ‘ : Ei EY ge ae be 
. ciation annual convention, Ho- sieeaae oe. ade 5 Oct. 18-19. Audit Bureau of Cir- | type of institutional copy has been 
‘] Statler, Buffalo, N. Y pes ena : /culations annual meeting, Stevens launched here by the Pure Milk As- 
diate : seas mies Oct. 1-3. Insurance Advertising | pote), Chicago. sociation in an effort to acquaint 


sociation fall meeting, Chicago. 


Sept. 11-12. National Publishers | Conference, Westchester Country | oes A , , , consumers of milk in the Chicago 
Association annual meeting, Buck-| Club, Rye, N. Y. ere. See orate enth | area with the many problems facing 
| woo! Inn, Shawnee-on-Delaware, Pa.| Oct. 5-13. London Advertising | District, Advertising Federation of | airy farmers and to build up a sym- 


Sept. 16-19. National Association | Convention, London, Eng. | America, Houston, Tex. pathetic attitude toward the associa- 
of Broadcasters annual meeting. | Oct. 7-12. Annual meeting, Direct Oct. 31-Nov. 2. National Foreign | tion and its members on the part of 
Netherland- Plaza Hotel, Cincin-| Mail Advertising Association, Hotel Trade Council annual meeting, Hotel | the ultimate consumer. 
nati, O. | Statler, Boston, Mass. Commodore, New York. While dairy marketing cooperatives 
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NORTHWEST——A PREFERRED SPOT 


mn 


sults in the West. Spokane department store sales the first 6 

months this year increased 34% over last, compared with 11.7% 
for the Twelfth Federal Reserve District. Spokane bank debits showed 
50% gain as against 21% for the District (July 20th Federal Reserve 
Bank Monthly Review). Passenger automobile sales in the major mar- 
kets of the Pacific Northwest increased 66% over last year, while in the 
Spokane Market sales jumped 126%. 


6 te Spokane Market is admittedly the “hottest spot” for sales re- 


Briefly the reasons: Washington, Oregon, and Idaho farm cash in- 
comes even for 1932-33 were 60% above the U.S. average. With abund- 
ant moisture this year the results will be equally favorable. The Spokane 
Country alone is producing 1/8th to 1/10th of the nation’s wheat crop. 


The Spokane Country mines 1/4th of the nation’s silver and 1/3rd 
of its lead—mining continues to speed up. Lumbering is due for the 
“big push” and this section has the largest body of white pine in the 
world. The $63,000,000 Grand Coulee Dam Federal Project is definitely 
under way. 


THE SPOKESMAN-REVIEW and CHRONICLE’S combined 85% 
UNduplicated (Polk) circulation is providing advertisers with a 91.95% 
home delivered coverage of Spokane and the rich urban trade area. Send 
for late Market Facts Book and special information. Spot the “hot spot” 
for greater sales results. 


SPOKANE COUNTRY | 
l00'S OF SAW MILLS 
SPEEDING Up 


¢ 
. < =. 
= * 


and sacking wheat at 


one “operation 
<"penses and increases profits. 


B> Spokane Daily CI 
SUNSHINE/// 


DOMINANT FARM MAGAZINES 
The Washington Farmer 


e Oregon Farmer 
The Idaho Farmer 


ronitle 


SPOKANE CHRONICLE, in order to further assist 
les efforts in this market, have just completed 100% 
‘nd Tobacco. Surveys cover all dealers Metropolitan 


‘tne Trade Area. Late surveys other products also 
Re, 


FARMERS? PROBLEMS. 
ABUSINESS MAN 
IN OVERALLS! 


There's @ Let More te “4 
This Dairy Form Business 
Then Just Milking Cows. 


City folks often think the 


a” wen it takes gr am o 
- gm! Think of these things when you buy your milk 
lly. The rigid city and state 
pi nap pnt The Pure Milk Association 
ing the care of cows, equip- 
ment and buildings have is co-operative of 18.000 dairy farmers wi 
lant and n inv 


Rain or shine, Saturday © ry y with 2,000,000 quarts « 
afternoon and holidays, the niaatec ntaims it 

cows have to be milked staff of university trained field men. They > 
twice daily, fed, cleaned and = milk dealers and bealth authorities to 
kept healthy just like be- best milk supply of any large city vn the wor 
NOTE: This advertisement t« one of « series published by Pure Milk Assoc. 5 
bore St, Chicago, to sequaint the public with the dairy (armer's side of the milk problem. 


A typical advertisement in the 

newspaper campaign of Pure Milk 

Association, outlining the problems 
of a dairy farmer. 


have banded together in a number 
of instances to advertise their prod- 
ucts or to increase demand, the pres- 
ent series is believed to be unique 
in that no effort is made, except in- 
directly, either to increase milk con- 
sumption or to convince the public 
that Pure Milk Association milk is 
superior to that supplied by other 
farmers. The advertising is devoted 
solely to explaining, in carefully 
thought out phraseolcgy, some of the 
numerous problems which affect the 
welfare of the dairy farmer. 

The copy now running is of uni- 
form size, 90 lines on two columns, 
and points its moral with the aid of 
a photograph taken on one or an- 
other of the members’ farms. Cur- 
rently the advertising is appearing 
once a week in the Chicago Tribune, 
but it may be extended to other 
papers later. Gundlach Advertising 
Agency is in charge. 

A typical advertisement, domi- 
nated by a photograph of a grain 
field destroyed by drouth, says: 


A Story of Drouth 

“Here is an actual photograph of 
a drouth-ruined, sun-cracked with- 
ered grain field belonging to a dairy 
farmer near Chicago. There is trag- 
edy in this picture—plenty of it. All 
the labor of plowing and planting 
plus the cost of seed is lost. Feed 
for cattle is short and has to be pur- 
chased. No income for the season’s 
work, vet taxes and expenses go on. 

“The city business man faced with 
a like situation can begin to build 
up again immediately. But the dairy 
farmer, a business man in overalls, 
has to wait for the slow turn of na- 
ture’s seasons. It has taken perse- 
verance, grit and courage for Chi- 
cago’s dairy farmers to carry on un- 
der such adverse conditions.” 

The copy goes on to point out 
that the Pure Milk Association is 
the marketing cooperative of 18,000 
dairy farmers in the Chicago milk 
shed, and that the advertisement “is 
one of a series published to acquaint 
the public with the dairy farmer’s 
side of the milk problem.” 

In addition to the “problem” cam- 
paign, which is creating a consider- 
able amount of interest, the Pure 
Milk Association is paying half the 
cost of a straight selling campaign 
designed to increase milk consump- 
tion. This drive is under the direc- 
tion of the Milk Foundation, which 
is supported jointly by the producers 
and the local dairies. 


Bicycle Account Awarded 


Harold Cabot & Co., Boston, have 
been appointed to handle American 
advertising of the Eneglish-made Ra- 
leigh bicycle, for which Hamilton Os- 
good, Boston, is sole distributor in 
this country. Magazine insertions 
are scheduled for September. 


Gets Fishing Tackle 


Advertising of the Shakespeare 
Company, Kalamazoo, Mich., maker 
of fishing tackle, has been placed 
with Staake & Shoonmaker Company, 
Kalamazoo agency. Outdoor publi- 
cations and trade papers will be 
used. 
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NEW LOW PRICE 
SPURS COPY ON 
SAFETY GLASS 


Toledo, August 30.—The Libbey- 
Owens-Ford Glass Company today 
announced the beginning of the big- 
advertising campaign ever put 
behind safety glass to back up new 
low prices for all-around safety glass 
recently put into effect by many 
leading automobile manufacturers. 
This advertising will emphasize the | 
importance of safety glass protec- 
tion in the windows of all automo- 
biles. Leading newspapers, national 
magazines, posters and radio will be 
used in the advertising schedule, it 
was indicated. 

Officials of Libbey-Owens-Ford an- 
nounced that the campaign will fea- 
ture new low prices, “protection for 
those who ride in back” and the 
statement that a “Car is no safer 
than the glass in its windows” as 
copy themes. 

The company has assigned more | 
than fifty specially trained men to | 
give illustrated talks to automobile | 
dealers and their salesmen through- 


zest 


out the United States. These men 
will point out to dealers, in their 
sales demonstrations with prospects, 
the importance of emphasizing 
safety glass all-around at low cost. 

Many car manufacturers are giv- 
ing their salesmen sales ammunition 
by tying up with the safety glass 
General Motors, for instance, 
offers safety glass in all windows of 
its cars at actual cost, only wind- 
shields and ventilators being so 
equipped normally. 

United States Advertising Cor- 
poration handles the Libbey-Owens- 
Ford account. This advertising has 
aided in developing such public sen- 
timent that nine states now require 
safety glass in automobiles. 


story. 


Mrs. Roosevelt 
Returns to Air 
for Simmons Co. 


New York, Aug. 30.—Mrs. 
lin D. Roosevelt will return to the 
air over an NBC network under the 
sponsorship of the Simmons Com- 


| charity. 
| American 


Frank- | 


pany, on Tuesday, Sept. 4, at 9:30) 


p. m., EDST 
week. 

The First Lady comes back to the 
microphone for four’ broadcasts 


it was learned this | 


which will complete a series of five 
inaugurated under the sponsorship 
of the Simmons Company last July. 

Mrs. Roosevelt will be heard over 
an NBC-WJZ network each Tuesday 
during September in a half-hour pro- 
gram in which she will share time 
with an orchestra. She will speak 
twice during each broadcast first as 
a news commentator and again for 
a shorter period on the problem of 
the use of leisure time. Her first 
program will originate in the NBC 
Radio City studios. 

As announced at the inauguration | 


of the series last summer, Mrs. | 
Roosevelt will not mention the prod: | 
uct of her sponsor in any of the | 


talks and will turn the money she | 
receives for the broadcasts over to 
She has announced that the | 

Friends Service League 
will receive the proceeds. | 


S. & G. Gump Appoint 

D’Evelyn & Wadsworth, Inc., San | 
Francisco agency, has been selected 
to place advertising of S. & G. Gump | 
& Co. Newspapers will be used, as | 
well as space in Fortune. 


Brown-Forman Appoints 

Advertising of the Brown-Forman 
Distillery Company, Louisville, has 
been placed with Ruthrauff & Ryan, 
Inc., New York. 


ing into high—one of 


of the well remembered 


steps into the picture 


ing business. 


revolutionary change 
makeup of advertising 
sections. —in 
editorial technique—in 

In guaranteed 


For full information on 


ent active market 


a much higher visibility 


approach boom time figures. 
kilowatt-hour output touching that 


with the whole industry on a com- 
pletely changed basis—1 


anew ELECTRICAL WORLD 


every changed factor of this tower- 


Not an overnight shift, this 


publishing 


Cove 


with details on changes that com- 
bine to give the advertiser, whether large or small, 
write 


ELECTRICAL WORLD 


330 West 42nd Street, New York 


nnouncting 


generating 
the first to 
With 


vear of 1929 


‘apidly rising 


in key with other 


but a 
in physical 
and editorial 
dates-—in 
reader reach 


of all 


rage 


the new reach to a pres- 


ELECTRICAL WORLD 
j een ere 


under private, municipal and govern- 
ment ownership—and timed accu- 
rately to the upswing of an industry 
now beginning to feel the threat of 


inadequate generating capacity. 


Appearing September Ist and every 
week thereafter 
KLECTRICAL WORLD affords 
a much-looked-for vehicle with as- 
sured penetration to all who buy, 
specify and influence specifications 
for all light and power operations— 
with added reach to technical con- 
sultants and electrical engineers of 


most large industrial enterprises. 


IMMEDIAT 


the 


plants and properties 


the NEW 


| 


nd 


Getting Personal 


Harry Palmer, Mc-E v.p. & g.m., made a 135-yard hole-in-one this 
week at Lakewood, Me., where he is spending a vacation with Eg 
Wilson, Mc-& media director. It’s his first in 25 years of golf... 


Harry Schott, National Carbon v.p., and Jack Spangler, 2.s.m. oj 
that company, aided and abetted by Bill Okie, Mathes v.p., and Art 
Smith, Mathes media director, depleted the supply of tuna and barra. 
cuda off Montauk Point last Saturday. Between them the quartet 
brought home eight tuna, averaging 30 pounds, and four big barra. 
cuda. 


Louis Wiley will be the speaker at the Founders’ Day celebration 
at Lafayette College, Easton, Pa., Oct. 26. . . Mrs. Edward Long Mayo, 
formerly Ayer’s Elizabeth Bost, has just sailed with her new husbang 
for San Juan, Porto Rico, to be gone three years. Mr. Mayo is in 
the tobacco business there. 


Gates Ferguson, former vice-president of Postal Telegraph. has 
been appointed New York City district director of the Federal Housing 
Administration. W. M. Kline (L&T research) has been named 
chairman of the program committee for the convention of the Ameri- 
can Statistical Association in New York Sept. 13. . 


William Thompson Dewart, III, first-born of the assistant-secre. 
tary of the New York Sun, arrived Aug. 25, feeling fine and dandy. . 
The editorial and business sides can bury the hatchet once in a while. 
In fact, J. Margaret Lawler, who assists Paul Braceland, manager oj 
resort and travel advertising at the Herald Tribune, went so far last 
Saturday as to marry Fred Capossella, Post racing editor. . 


Frank Birch, president of Criterion Advertising Company, is in 
Maine, catching up with his fishing. He goes there for three or four 
weeks every year. . . Robert Criddle, Criterion v.p., who also always 
vacations in Maine, has just returned with an excellent report of how 
he worked on the river salmon. 


The distinction of having two books published in one month 
belongs to Henry B. Lent, copy and contact man at Anderson, Davis 
& Platte, whose latest two works are scheduled for September. One 
is a history of the Waldorf-Astoria, and the other, ““‘Wide Road Ahead,” 
the fourth of this author’s books for boys to be published by Mac- 
millan, is a story of the manufacture and testing of automobiles, 
based on facts obtained at the Chrysler plants. 


Jack McCarthy (Mc-E), who, if he thinks about it at all, would 
fancy himself a juvenile lead, was surprised and upset to receive a 
cordial note from the Agfa Ansco movie contest judges urging him to 
seek a film career as a comedian. A prankish friend had forged Jack’s 
name to an entry blank and submitted it with Jack’s photograph. . 


That some of the stars who illuminate the advertising world may 
be receiving some lessons in promotion at home is suggested by the 
composition of the committee in charge of the fashion show in con- 
nection with the Green Ball of Art and Fashion October 25. The 
group includes Mesdames Bruce Barton, Edward L. Bernays, Walter 
P. Chrysler, William Randolph Hearst, Philip W. Lennen, Raymond 
Rubicam, Alfred P. Sloan, Jr., Thomas J. Watson and Charles 
Speaks. . 


Partly to see what effect it will have on the advertising business 
in general, Ben Waxelbaum, who represents Jewish newspapers, is 
closing his office from noon Friday until Monday morning, spending 
the interval at his Wappinger Falls farm. When he announced the 
new arrangement, an agency wise cracker responded with a polite note 
saying it was quite all right with him if Ben also kept closed on Mon- 
day, Tuesday and the remainder of the week. 


Dame Fortune waited until the corn-on-cob season to strike two 
upright advertising men below the belt. Ralph Conder, a. & s.m. of 
the Boston Woven Hose & Rubber Company, who supplies the where- 
withal for a corn roast for the Advertising Club of Boston every year, 
was the only one to suffer indigestion at this year’s feast. Peter 
Hilton, of L&T, New York office, who esteems the delicacy as much 
as Ralph, suffered no other injury in a serious automoble accident last 
week than to have two incisor teeth broken. He is prodding his 
dentist with the offer of a bonus if the damage is repaired before the 
corn-on-cob season is over. . . 


John Cunningham, N-E copy chief, is glued to his desk day and 
night, except for one short vacation a year. Now at Marblehead on 
his annual outing he just sits and sits and sits. 


John Weiser, of the Los Angeles office of Botsford, Constantine 
& Gardner, is being congratulated on the arrival of a promising young 
agency man, Bud Weiser. Mrs. Weiser and the baby are getting along 
fine. . 


O. C. Harn and H. V. Strawn, of the A.B.C., are enthusiastic 
photographers. Mr. Harn specializes in day scenes, while Mr. Strawn 
finds greatest pleasure in shooting city vistas after dark. . 


Keith J. Evans, advertising manager of Jos. T. Ryerson & Son, 
Chicago, is back at home in Riverside after a month spent at Fitel 
Hospital, Minneapolis, following a tough session with appendicitis. 
The doctors won’t let him get back on the job for another month. - - 


Horace Vaile, now a big gun in the Steel Corporation marketing 
organization, was back in Chicago this week shaking hands with the 
boys who knew him ’way back when. He was formerly with McGraw’ 
Hill and a big utility company . Paul S. Towne, Hackensack agelcy 
man, heads the slogan contest committee for the fortieth anniversary 
celebration of Bergenfield, N. J... 


Harry Neal Baum, Chicago advertising man, whose father wrote 
“The Wizard of Oz,” is now in Hollywood helping M-G-M to produce 
the famous extravaganza. Franklin “Spats” Johnson, Cleveland 
business consultant, flew back from the Pacific coast this week. 

It’s a girl at the Dick Janneys, of Newton, Boston and Philadel 
phia. Her name is Sally Janney, which sounds good enough for the 
movies. Her dad was formerly in the Boston office of Ayer, and 18 
now a publishers’ rep... 


ge ot 


Henry B. Humphrey, veteran Boston agency man, is in char aes 
plans for the celebration of the thirtieth anniversary of the Bos" 
Advertising Club. 


Alex Thomson, Jr., Champion Coated Paper Company, se”! indus 
trial advertisers an annourcement of the entertainment progra™ ” 
the Cincinnati convention on Champion stationery, and some ol po 
recipients wondered if the alluring promises he made were “contin 
on strikes, floods, fires, delays of carriers and other delays beyon' 
our control,” as stated on the letterhead. . 
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Information 
for Advertisers 


The following documents may be. 
cured without charge by any na- 
onal advertiser or advertising 
agency from the companies sponsor- | 
ng them, or through ADVERTISING | 
AGE. 


No. 622. Circulation Facts. 

An excellently prepared detailed | 
alysis of the circulation distribu- | 
yon of the Oklahoman and Times, 
chowing the location of the readers 
f this publication and also of the 
sunday Oklahoman, Also contains | 
much data on the market and its 
puying habits. 


No. 607. $50,083,486 in Golden Grain. 
An unusual broadside detailing the 
»mount of money which will enter 
the pockets of Oklahoma farmers 
vith the harvesting of the wheat 
rop. Published by Oklahoma Far- 
ier-Stockman, 

No. 627. The Truest Barometer of 

Business. 

An effective demonstration of the 
fact that street car traffic figures sup- 
ply the truest business barometer. 
Contains statistics showing the up- 
ward trend in street car traffic in a 
number of the country’s most impor- 
tant cities. Published by Barron G. 


Collier, Ine. | 


| 
No, 579. Chicago . .. The Great | 


Central Market. 


A broadside giving industrial, pop- | 
ulation and other statistics about 
Chicago in concise form. Includes 
a large map of the city, and salient 
points about 21 districts, as well as 
data on the various types of service 
rendered by General Outdoor Adver- 
tising Company, by whom the ma- 
terial is issued. 


No, 521. The Printability of Certain 
Papers and Why. 


A handsome brochure published by 
Kimberly-Clark Corporation which 
contains an authoritative discussion 
of the factors that enter into the 
printability of papers, and a num- 
ber of beautiful reproductions of iI- 
lustrations, many in full color, on 
Kleerfect. 


| 
il4. Personal Problems. | 
This is an interesting exposition of | 
the contents of Physical Culture and | 
f how it ties up with the story the | 
advertiser is trying to tell. In other | 
words, the magazine is the “trade | 
paper” of every woman with a prob- | 
em, and she reads it for “business,” | 
hot pleasure. 


No. 613. “Where They Buy.” 


An unusually comprehensive study | 
{the distribution of retail sales in| 
‘he United States paralleled by a_ 
‘tudy of the circulation of women’s | 
lagazines, The study details the per- 
‘ntage and volume of retail sales 
1anumber of lines by counties, ac- 
rding to the size of their largest | 
lies; by shopping areas, according | 
‘the size of their shopping centers; 
ul by counties, according to their | 
isuming ability. Attractively pre- 
‘ited, this volume, replete with | 
larts and graphs, should prove of | 
‘alue to advertisers and agencies. 


“ublished by Woman's Home Com- 
Inion 


No, 514, 
] riple 
ls a woman a creature of pleas- 

“© and romance? A purely domestic 


Every Woman Leads a 
Life. 


“Nis? An individual strictly con- 
‘ned with beauty shops and coutu- 
“ts? Or is she at intervals all three 
* these ””’ asks this attractive book- 
st des ibing the reasons for rear- 
sement of MeCall’s Magazine into 
“Tee magazines in one.” 

64. Painter's Paint—Poster’s | 
Paste Electricity. 
This j 


Tie ‘ the title of a new monthly | 
““t published by R. C. Maxwell | 
“pany, Trenton, N. J., to keep ad- | 


erty 


>. e's acquainted with latest de- | 
on nts in the territory of this 
Sweor advertising company. The | 
Trent 


number discusses some of! 


— Se nr a Nee SS aE 


| advertising and sales promotion ex: | Picks Frost Landis Kohn 
ecutive in automotive, rubber and al-| ne publin. Ga. Caurier-Herald 


the changes which will be noted this K Il L 
summer by the stream of pleasure- | e y eaves 
lied fields, Mr. Kelly, while head of | has appointed Frost Landis Kohn as 
representative instead of 


seekers at Atlantic City. G od ° h fe 
oO ric or | Goodrich advertising, directed sev- | national 
leral distinctive campaigns, notably | Geo. M. Kohn, Inc., as announced in 
Agency Post 


No. 558. Fawcett’s Broadcaster. 


A very attractive and interesting 
tabloid news bulletin issued regu. 
larly by Fawcett Publications, Inc., 
giving a highly pictorial presenta- 
tion of the editorial, circulation and 
promotional activities of the Fawcett 
Women’s Group. Also contains much 
marketing and statistical informa- 


the Silver Fleet campaign which in- | ADVERTISING AGE, 


S. White & Co. Start 


Stamford White has formed the 
|firm of S. White & Co., Inc., Stam- 
| ford, Conn., to conduct a general ad- 
Mr. Kelly is also credited with in- vertising business, specializing in di- 


cluded a complete tour of America | 
Cleveland, O., Aug. 30.—Philip J.|for the purpose of demonstrating tire 
Kelly, assistant tire sales manager of | performance, and the Silvertown | 
The B. F. Goodrich Company, Akron, | Safety League drive designed to pro-| 
O., and formerly advertising manager | mote highway safety. 


| 


of that company, has resigned effec- | 


sen tive Sept. 1 to become associated with | auguration of the plan of having dis-| rect mail. Offices are at 432 Main St. 
‘ Meldrum & Fewsmith, Cleveland |trict advertising managers in the | 
| No. 631. Indenti-Sign. |agency, Barclay Meldrum, president, | field to assure the proper merchandis- 


Smith to Stensgaard 


: : . yeorg i ‘ly with 
He has been prominent in the af-|. George A. Smith, formerly 
“| Jenter Exhibits, Inc., New York, as 


A complete catalog showing the | announced yesterday. Mr. Kelly will|ing of national advertising locally. | 
numerous types of dealer identifica-|take up his duties with the agency | 
tion signs developed by Neon Prod- | immediately. : fos | Save of te Assoc sanson oe National | «ies manager, has joined the staff 
ucts, Inc. Gives complete descrip-| Joining the Goodrich organization | Advertisers for several years, and|or w., |, Stensgaard & Associates, 
tion, and reproduces each type of jin 1927 following extensive experi-|served two terms as vice-president of | Inc, as representative in the sales 
sign in natural color. ence as salesman, dealer, retailer and | that organization. | division from the New York office. 


TREASURER OF THE SCHOOL BOARD 


Woman of affairs, yet a perfect mother! Man- their needs. They turn to the Companion ea- 


ager of a home, yet free to live her own indi- —_ gerly—to its advertising columns as to its edi- 
vidual life! torial pages—to find fulfillment. 

Not one woman in a thousand. Just one of 
the 2,606,000 modern women who read A woman can do more than manage 


, : a home—provided she does that well 
Woman’s Home Companion. And, to every P 


one of them, the Companion means less time 


~ompanion 


WOMAN'S HOME _ 


necessary to do a home job well: more time 
to enrich a personal life. 


Keen-minded, intelligent, alive —these 


women! Broader interests have multiplied 


THE CROWELL PUBLISHING COMPANY - NEW YORK 


COLLIER’S - WOMAN’S HOME COMPANION - THE AMERICAN MAGAZINE THE COUNTRY HOME 
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ADVERTISING AGE 


September 1, 1934 


Farm Income Up 29% 
Over 1933 Despite 


Drouth, 


Is Estimate 


Chicago, Aug. 


cations that the widely heralded 


drouth will not seriously affect the | 
|account for smaller amounts. 


buying power of the agricultural sec- 


tions of the country continued to be | 


received by ADVERTISING AGE this 
week as further comments on the 
economic condition of farmers were 
made by farm paper publishers and 
others. 

A new note of optimism has crept 
into the picture during the past two 
weeks as some rain has fallen in 
many parts of the drouth area, lead- 
ing to the hope that the long dry 
spell is finally drawing to a close, 
and that some crops may actually 
turn out slightly better than antici- 
pated. 

Combining this ray of hope with 
the facts that prices of grains and 
other farm products are still going 
higher, and that AAA crop reduction 
payments and drouth relief payments 
are continuing undiminished, com- 
mentators can find little cause for 
pessimism in the farm outlook, many 
being firmly convinced that the pres- 
ent purchasing power of the vast ma- 
jority of farmers is greatly in excess 
of that for any of the past five years. 


Purchasing Power Steady 


Typical of several views of the situ- 
ation is that of Stanley Andrews, 
Arkansas Farmer, Little Rock, who 
points out that “while there is no 
need for minimizing the effects of the 
drouth, we doubt whether any seri- 
ous declines in purchasing power in 
Arkansas will result from’ the 
drouth.” 

“Federal payments on cotton and 
corn-hog contracts in the state will 
amount to about $12,000,000,” he says. 
“That is more than half the cost of 
producing our crops and we still have 
our cotton crop to sell.” The cotton 


30.—Additional indl-; crop will yield about $70,000,000, Mr. 


Andrews estimates, rice will bring 
about $8,000,000, and other crops will 


“In other words,” he sums up, “in 


spite of the drouth, so far as Arkan- | 


sas is concerned, our farmers will | 
have money in their pockets this fall. 
Business indices show that business 
has thus far been ahead of the same 
time last year, We think we will con- 
tinue ahead.” 

In Arizona the drouth has caused 
irreparable damage in only one 
county, Ward S. Powers, Arizona Pro- 
ducer, Phoenix, asserts. In other sec- 
tions the drouth has been felt, but its 
effects have been by no means fatal. 

“Crop yields and improved market 
conditions throughout the state are 
such that farmers will be buying in 
larger quantities than for the pre- 
vious two or three years,” he says. 
“This is especially true regarding 
farm machinery.” 


No Drouth in Oregon 


The drouth is of no consequence in 
Oregon, although light snowfall in 
the mountains last winter has re- 
sulted in some seasonable drying up 
of the range country in the central 
and southern parts of the state, Ursel 
C. Narver, Grange Bulletin, Portland, 
declares. 

“The hay crops of the state have 
been forecast as being a little better 
than our previous five-year average,” 
he continues. “Wheat this year is 
about 77 per cent of the five-year 
average, but some of this shortage is 
due to curtailment of planting under 
the allotment program. Potatoes and 
hops are a little short, but there will 
be approximately a 15 per cent 
greater crop of apples, pears, prunes 
and walnuts this year over the five- 
year average. 


Good advertising like good 


salesmanship 


lled f > t t their <¢ rE and 
calls. Know ABO’ coverage | ie saneneos: to: set Sele seanes an8 | 


doesn’t waste 
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205 E. 42nd St., New York City 
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| 
| Farmers Home 


| “In short, agricultural experts out 
| here say that the farmers of Oregon 
are in a better situation now than 
| they have been at any time for the 
|past three years. In general, prices 
|are up and the farmers out here are 
happy and smiling.” 


Income Up 29% 


Farm income in 1934, including 
benefit and relief payments, will be 
approximately $8,250,000,000, Success- 
ful Farming, Des Moines, Ia., says, 
quoting Standard Statistics Com- 
pany. This will be 29 per cent greater 
than the 1933 income which in turn 
| was 24 per cent above 1932. 

Cash income of farmers in every 
state, with the possible exception of 
North Dakota, will be greater this 
year than the preceding crop year, 
it is estimated. 

“It is important to realize, accord- 
ing to the American Institute of Food 
Distribution,” the paper says, “that 
in the drouth areas there are ap- 
proximately 1,230,000 farms or only 
20 per cent of the country’s total. 
The farm population in these areas 
represents only about 17 per cent of 
the total population on farms. In 
other words, approximately 80 per 
cent of the farmers will enjoy sur- 
plus incomes because of the drouth.” 

Strikingly similar views are voiced 
by P. E. Ward, president, The Farm 
Journal, Philadelphia, in analyzing 
the situation. Pointing out that the 
territory in distress this year will 
probably be more or less affected next 
year, and possibly for several years 
to come, Mr. Ward sees the possi- 
bility that farm purchasing power 
may tend to become more concen- 
trated east and west of the area be- 
tween the 100th and the 105th meri- 
dians. 


Sees Shifting Buying Power 


“Farm income this year will be 
approximately 29 per cent more than 
last year, the largest in several 
years,” Mr. Ward said. “What is not 
understood is that farmers in the 
eastern and middle states, possibly 
on the Pacific coast, and in some of 
the southern states, will have much 
more money to spend, due to higher 
prices. 

“Farmers in the one and two crop 
sections have suffered, while those in 
the diversified farming sections get 
more money for their products.” 

“This has not been a good year in 
the Dakotas, but neither has it been 
really a bad year, and nothing has 
happened in or to the Dakotas to pre- 
vent next year’s crop being as big 
or bigger than ever before,’ H. H. 
Allen, Dakota Farmer, Aberdeen, S. 
D., declares. 

Whereas the average cash income 
of Dakota farmers for the years 1931, 
1932 and 1933 from all important 
sources was about $150,000,000, ac- 
cording to the U. S. Department of 
Agriculture, the cash income of the 
states’ farmers for this year, exclud- 
ing sales of cattle through regular 
channels, wool, butterfat, and poultry 
and eggs, but including government 
benefit payments, is estimated at 
more than $243,000,000. 


Kentucky “Sitting Pretty” 


“The conclusion is inescapable,” 
Mr. Allen says, ‘‘that the cash income 


of Dakota farmers in 1934 will be | 
considerably more than the average | 
for the past three years. The present | 


| Situation of our farmers in general is | 
/not bad, and the future of thousands | 


of them is greatly improved by the | 


| easing of the debt burden.” 
In Kentucky there was no drouth, 


jand “it is predicted that the state | 


will raise the finest corn and tobacco 
crops it has enjoyed for 
the opinion of W. Vaughan Spencer, 
Journal, Louisville. 
“Kentucky has benefited heavily 
| from the splendid work supervised 
| by the University of Kentucky which 


years,” in| 


| 
| 


the same time cultivating the remain- | 


jing acreage intensively for maximum 
}income. The drouth will work enor- 
| mously to the advantage of the 
pockets of Kentucky farmers. In 
act, they are going to be wealthy 
folk this fall.” 

As far as the South is concerned, 
“there are only two states that are 
seriously injured by the drouth,” 
Eugene Butler, Progressive Farmer 
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ADVERTISES SAFETY 


Save Lives--Prevent Injuries 
On the Public Highways 


No. 1 Of A Series By— 
Motor Vehicle Commissioner 
Michael A. Connor 


DRIVE SAFELY | 
AND SAVE LIVES! 


wer must be drwen from the highways. A greater 
footloose with a gua or knute » the undividiusl 
who drwes with the sole thought that the hughways are speedways 
That 2 minute saved os more important than the safety of others eho 
obey all salety rules and dewe with care and mespect for other 
motores, 


One powt to remember = that all acoudents are caused —they just 
don't happen. Pasung cars po curves seems to be the expecul de 
light of the crackpot driver. The object of this series of salety edi 
torals is to make every motorist salety-minded. Hf you we 4 smart 
alec drver performing just make a notgion of the beere mums r 
and send it to the motor vehicle department. You can rest assured 
that we will do our part 

The great majority of motorists are sane drwvers. It is the small 
munority that cause all the trouble, and you can be sure that we are 
gong to make trouble for them 

The following pubbicspirited concerns ave co-operating with The Journal Conrier 
om publocs:ong this serves of safety meamres by Commissoner Michael 4 (omser 


Conn. Savings Bank 
Koppers Coke Co. 

New Haven Dairy 

New Haven Gas Light Co. 
New Haven Road 

The Reymond Baking Co. 
Smedle py & Co. 


Typical copy in the newspaper 

"safety" campaign being conduct- 

ed by Connecticut Motor Vehicle 

Department. Local business men 
pay for the space. 


and Southern Ruralist, Dallas, says. 
“These are Oklahoma and Texas. In 
all other Southern states the farm 
value of the 1934 cotton crop, which 
is the dominating feature of our crop 
situation, is greater than that of last 
year. 


“In Texas, the farm value of the 
1934 cotton crop, based on present 
prices, is $224,160,873 compared with 
$288,431,199 last year. There is a 
probability that the bulk of the cot- 
ton crop will sell for higher than 
present prices, and if this happens 
Texas is likely to approach even 
closer to last year’s crop values than 
is now indicated. Any decrease in 
present crop prospects will be more 
than offset by price increases and 
total income.” 


“Crops in this area, with the ex- 
ception of the two states named, are 


— 


average or better than average” 
W. C. Lassetter, of the Birminghan 
office of the same publication, adds 
“The tobacco crop which last yea, 
brought growers of the Southeast 
total of $163,687,000, this year prom. 
ises to bring equally as much anq 
probably a great deal more. 

“You will recall that the South 
last year enjoyed a tremendous jp. 
crease in crop values over the year 
preceding. As a result, farmers were 
able to wipe out most debts, meet 
pressing obligations, lay up some. 
thing ahead for operating expenses 
and buy many of the things they jyaq 
done without for two or three years 


Can Buy Anything 


“With these pressing needs wiped 
out, farmers of the South with 
equally large cash incomes this year 
will be in the best position of farm. 
ers in any section of the country to 
buy the things that strike their fancy 
and meet their needs.” 

While the drouth has made inroads 
on cattle farmers in many states, it 
has not seriously affected the dairy 
farmers in the “dairy belt states,” 
W. D. Hoard, Jr., Hoard’s Dairyman, 
Ft. Atkinson, Wis., reports. Hay and 
feed crops are below normal in many 
dairying areas, but there is little 
danger of the vast majerity of dairy 
cattle being seriously affected by feed 
shortages. 


Getlin Joins “Post” 


Natt S. Getlin, for the past nine 
years classified advertising director 
and manager of the special advertis- 
ing department of the St. Lowis Star- 
Times, has been appointed director of 
the new business department of the 
New York Post. 


“Sentinel” Marks Birthday 


The Centralia, Ill., Evening Senti- 
nel celebrated its fiftieth anniversary 
Aug. 28 by publishing a golden jubi- 
lee edition of four sections. Verne 
E. Joy is publisher. 


Oliver Kemp Dies 
Major Oliver Kemp, 48, artist and 
illustrator, died Aug. 24 at his home 
in East Lansing, Mich. Maj. Kemp 


popular magazines. 


had done much cover desigr work for 


INDUSTRIAL EQUIPMENT MEWS « ® 


What's New 


CquiPmeNT PARIS 
Or 
Nowe... $2 Santee 
Hie ee 
Notes. . Ks Fy, & 


NOTES 


1. August issue shows eighth 
gain. 
21 up over August. 
advertisers. 


by earlier 


from August 483... 


tising under the “IEN plan” 


2. Fourteen new advertisers started with the August issue. 


3. September, at this writing, with 5 days to go, is already 


4. Increases are from new advertisers as well as added space 


5. During July 343 reader inquiries came to us 
an indication, only, of total inquiries 
the bulk of which usually go to the manufacturers direct— 
evidence of reader interest plus reader ACTION. 


All this is assurance of really effective all industry adver- 


reaching 30,000 plant men in all industries. 


consecutive advertising lineage 


so far 


for only $69 to $75 an issue, 


facturing and mer- 
cantile concerns, all \ 
lines, everywhere. 
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ABC Authenticated Circulation 
The Only Paid Circulation 
Its Field mu 


THOMAS PUBLISHING CO., 461 Eighth Ave., New York 
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June and : 
favorable comparison of the twenty- Jul an d n extending throu h 
rday two leading cities in the country. y into August, the following figures sh ‘1 
Senti- Kansas City also showed the largest consistency of Kans as City’s heal show the 
rsary gain last week. mon ey volu 7 an clearings both in 
ub IN SIXTH PLACE Now. me and in percentage of j 
— The figures revealed that total year ago. O increase Over a 
clearings at Kansas City were the 
sixth largest in the United States, be- 
ing exceeded only by New York, Phil- We " 
, and adelphia, Boston, San Francisco and ek ending J une 27 — 
home Chicago. Detroit. with a smaller to- $7 4,478,000 Sa 1 is 
‘ rm tal than Kansas City, showed the he fee §.2% Increase 
next largest gain Over a year ago. W " 
— The total for all leading cities was eek ending July 4... 
cant $4,190,227,000, a decline of $51,205,000 


From The Kansas City Star 
August 23, 1934 


THE BANK GAINS GO ON 


KANSAS CITY AGAIN LEADS IN 
CLEARINGS FOR THE WEEK. 


With a Percentage Increase of 41.4 
Over a Year Ago, Total for Pe- 
riod Ending August 22 Is 
$82,358,000. 


Kansas City continued to show the 
best gain in bank clearings among 
the leading cities in the United 
States, the weekly figures released to- 
day by Dun & Bradstreet revealed. 

With a percentage increase of 41.4 
over a year ago, the largest reported 
thus far, total clearings for Kansas 
City in the week ended August 22 
were given as $82,358,000, the most 


from the preceding week, but a gain 
of .9 per cent over a year ago. Last 
week the total was 5.9 per cent under 
a year ago. 


The upward trend in bank clearings 
at Kansas City has been pronounced 
and has covered a sufficient period 
to indicate that it was not due to 
nonrecurring business developments. 

Increases over a year ago began to 
appear consistently last December 
and have been the rule ever since. 
with the percentage gains following a 
higher curve. Increases since May 
have been particularly large and have 
been considered significant as show- 
ing that the drought, instead of be- 
ing accompanied by a smaller ex- 
change of funds, actually has coin- 
cided with an increased turnover. 

RESULT OF STEADY GAINS. 

The good showing is not confined 
to percentage figures. For the week 
ending June 9 Kansas City was in 
ninth place on the basis of actual to- 
tals and since that time it has risen, 
as result of fairly steady gains. to 
sixth place. 

Clearings at leading centers, show- 
ing increases and decreases from a 
year ago in per cent, as reported by 
Dun & Bradstreet, are here shown: 
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ge of gain for the 


week 
week ended August % , the best showing 


; 22 
in a list of 22 leadin — 


¢ cities. 


$65,237,000 ._. r+eeee+..16.0% increase 


Week ending Jul 
y 11— 
$86,182, 


‘+++eee...23.4% increase 
Week ending Jul 
y 18— 
$88,561,000 


Week ending Jul 
y 25— 
$82,119,000 


panes 17.1% increase 


10.9% increase 
Week ending August 1 
$78,735,000 


Week ending Au 
gust 8— 
$73,540 


10.7 % increase 


’ 


. 35.0% increase 


Week ending Au 
gust 15— 
$80,163,000 


o0 000. 39.7% increase 
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Kaneas City. 2.22°° eeaeenes Tita hm merenee 
pittsbureh inneet eke 82.084.000 +153 If ° ] . 
St. Louis 22522) 67°700.000  +-17:3 In aci e 

Minneapolis "..22.22..  3718¢803 1188 ] de he ie schedules f 
Cinema iiittis: $8 20%000 +353 ow the rule of advert; yee Ser 
Bess cc Rage Hea K sing “where the money is” 
OE sccccccceve 29.885,000 +23.0 ansas City and T ” 
Seattle Ii2222220212 25989888 +543 0 , he Star are sur e of a high pl 
Portland “""2°2202121 38384000 tag n your list. — 
MOMIUEED  nccccccccc. SRT Rit tH 

ee rare $4,.190,227.000 + 0.9 


™ 
m4 


we ww kt , A sal in Oe oy oat 273%. ak ra cake ne se ot hae : Fae - 2 fon. eg a ane 
CC IEOB?”'” ‘Ct 
1934 19 
— a 
rage.” 
Eham 
adds 
year 
ast a 
Prom. 
1 and 
South 
US jp. 
> year i 
3 Were | 
meet ; 
Some. 
ry had 
years 
; 
Wiped a 
S year is 
farm. 2 
try to ee ag 
fancy — ———- a 
roads Pe AY after day, week after week, Kansas City’s - 
as —————- bank clearings show consistent gains Over a 
a last year. es 
"ym n, m 
+ ese a Two weeks ago they jumped from seventh place i: 
oe pam to sixth place as compared with the clearings of other _ 
a ) ini ; 
v feed American cities, 
. 
Pe 
t nine a 
irector ‘ ‘i ; 
lvertis. nee00 
$ Star. 
ctor of 
of the 
— 
ee 
ae 
a P| i 
Pi 
ee a 
THE KANSAS CITY STAR. . 
es 
EVENING 300,000 MORNING 300,000 SUNDAY 310,000 WEEKLY STAR 470,000 a 
: (aR tom 
eae Ree ee es ee Sy Cie tee Ser Ti ok es ede ee ae ee ae eee ee eae PER si aa Mie cr Buna 
ig Sco eee a, ea eee 


20 ADV.ERTISING AGE September 1, 1934 

scoala apeite wanes say es a ee ed a re nn 

5 e | 5,000 banks were received. The | sales is the specific subject now 
“ae Two fo Burns-Hall : Insurance Sign l|average so far has been about five STUDY RELATION being investigated in the traffi ang 
The _Vacu-Matic Carburetor Com- signs per bank, but some of the} trade researches of the Erskine Bu. 
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pany, Wauwatosa, Wis., and the Yel- 


Orders Pour In 


low Cab Company, Milwaukee, have | 
placed their advertising accounts 


with Burns-Hall Advertising Agency, 
Milwaukee. 


Replaces Phil Baker 
Floyd Gibbons, famous war Ccorre- 
spondent, will take Phil Baker's place 
on the Armour hour for six weeks 
starting Friday, Aug. 31, while the 
comedian takes his first vacation in 
17 months. 


lof 


to FDIC Office 


Washington, D. C., Aug. 25.—The 
first mailing of the advertising signs 
the Federal Deposit Insurance 
Corporation was announced this 
week by Chairman Leo T. Crowley, 
in a statement saying that more than 
14,000 members of the fund were be- 


ing supplied upon their request. 
“The response of the banks to our 
letter announcing the signs has been 


To Larchar-Horton 


The Worcester Morris Plan Com- kable.” tl oa ae 
pany, Worcester, Mass., has named T™arka a, ? ee wane 
Larchar - Horton Company, Provi-|“The first day four sacks of mail 
dence, to place advertising. containing orders from’ more than 
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A TYPICAL "REBUILD AMERICA" MODERNIZING PROJECT which calls for new 
lumber, new roofing, new doors, new hardware, new paint, and other materials to be 


specified by a local contractor and bought from a local retail material dealer. 


The volume of these typical home building projects 
increases daily as a result of pressure from the 
Federal Housing Administration . . . . American 
Builder feature editorials are timed to developments 
of FHA, increasing the reader interest of thousands 
of contractors‘and retail dealers— the KEY MEN 
in the FHA program... . Planning and building 
will continue through the fall and winter months, 
and sales pressure should also be continuous... . 
May we reserve space in October and succeeding 
numbers to help you maintain your sales pressure 
at a time when local KEY MEN are receptive to 


your sales plans ? 


The American Builder 


105 W. Adams St., Chicago 30 Church St., New York 


larger institutions are purchasing 
|several hundred. It is estimated that 
|more than £0,000 of these signs will 
[be sent out. 

“The intent of the corporation is 
to let the depositors know which 
banks are insured,” Mr. Crowley de- 
iclared, “and, of course, the banks 
may engage in additional advertising 
to acquaint the depositors with the 
fect that they are insured.” 


El Paso Club Elects 


R. D. MacNeil, national advertising 
manager of the El Paso, Tex., Times, 
has been elected president of the El 
Paso Advertising Club. An expan- 
sion program is planned for the fall. 


BETWEEN RETAIL 


SALES, TRAFFIC 


Erskine Bureau Uses 40 
Cities for Survey 


Cambridge, Mass., Aug. 30.—The 
manner in which the flow of traffic 
over streets and highways affects 
the volume and character of retail 


ALor THOUSANDS OF 
HOME BUILDING 


PROJECTS 


Some of them simple repair jobs; others more 


complicated modernization projects involving major 


structural changes; and new modern homes— all 


typical home building projects, which 


in the 


aggregate, create a vast current market for all 


kinds and varieties of new building products, new 


materials, new tools and equipment, new supplies. 


ANOTHER TYPICAL PROJECT—A SMALL MODERN HOME the type of home for 


which there is an increasing demand and of which thousands will be built by local 


KEY MEN in every region with finance provided by local institutions. 
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reau of Harvard University. 


These studies are financially spop. 


sored and supported by the Agsogejg. 
tion of National Advertisers, Amer, 
can Association of Advertising Agep 
cies in conjunction with the Nationa) 
Outdoor Advertising Bureau and py 
the Outdoor Advertising Associatioy 
of America. 

Two laboratory markets were ge 
lected for the preliminary investigs 
tion just completed. The first wa, 
Fresno, Cal., which was selected pe. 
cause it is considered typical of jp 
dependent retail markets of moder 
ate size located in primarily agriey 
tural territory. 

The second was _ Indianapolis 
which was selected as representatiye 
of medium size metropolitan markets 
containing a diversity of trade ap. 
tivities and dominating a large traq. 
ing area. These two laboratory cities 
have been subjected to a complete 
analysis to verify and refine the oyj. 
ginal research procedure. 

The laboratory activity will be ey. 
panded rapidly and studies will be 
made in approximately forty repre. 
sentative markets of all sizes an 
character. Widespread interest has 
been shown in the work by many 
trade organizations in addition to 
those which have given direct ¢. 
operation and it is the hope of the 
Erskine Bureau that the expanded 
research program may have the d. 
rect support of these organizations, 


Procedure Followed 


Field work is being directed by 
John Paver, Traffic and Trade Re. 
search Fellow in the Erskine By 
reau. The essential feature of the 
field work is an accurate and de 
tailed correlation of the actual vol 
ume and character of sales at an in 
dividual trade outlet with the volume 
and quality of the traffic flow pass. 
ing the outlet. 

The former involves continuous 
recording by short time intervals of 
the quantity and value of all com 
modities sold at the specific retail 
trade outlet classified by the charae 
ter of the commodities sold. The 
latter involves continuous recording 
of various traffic factors, includim 
speed of travel, direction of travel, 
volume of flow, classification of the 
values of vehicles composing the 
stream, and by pedestrian and mass 
transportation volume and _ likewise 
the registered domicile of vehicles. 

In addition to these dynamic fae 
tors, certain static information is 
collected about each retail trade out 
let analyzed. This includes an at 
curate physical description of the 
immediate neighborhood, density of 
population in the neighborhood, lay- 
out of the retail trade outlet itself, 
as well as immediately adjacent 
properties and the width of thor 
oughfares carrying the traffic flow. 

In addition to specific studies of 
relation of individual retail trade 
outlets to individual traffic flows, 4 
study is also conducted of the get 
eral relationship of all trade outlets 
of various types in the market and 
total retail sales to the total traffic 
pattern of the market as presented 
in traffic volume maps. 


Analyze Market Potentials 


As yet, it is too early to antici 
pate the ultimate conclusions which 
may be drawn from the study, 
it is the opinion of Dr. Miller Me 
Clintock. director of the Erskine B" 
reau, and of Mr. Paver, that thes 
researches will result in a more @& 
curate and economical developme! 
of full market potentials by both 
trade and outdoor advertising cove" 
age. 

The Erskine Bureau has had c0- 
operation in field work thus far from 
the Coca-Cola Company, Gulf Re 
fining Company, Kroger Grocery 2" 
Baking Company, and Standard St® 
tions, Inec., of California. 

The 1933 research dealing ; 
definition of retail trading are®” 
based on functional traffic habits : 
consumers, and the present stl 
will be consolidated and_publishe: 
in book form early in 1935. 


with 


Names H. B. Humphrey 


The Northeastern Laboratorie® 
Inc., Boston, has appointed the aa 
Humphrey Company, Boston, t0 = 
advertising of Lady Lillian manicu 
preparations. 
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_ Serve National Geographic . isers” 


SEW YORK HERALD TRiaune, SaTrePat. avery 


:. ts Bphucers Carved a (dees vad Puth w the New ‘Crater of the Moon® 


ik 


uf! 


rier] 


Think how regularly these names have taken 
the front pages in this one month, just closed. 
Try to estimate the enormous reader-following 
they have created. . . . National Geographic’s 
million families are more than interested ob- 
servers of these expeditions. They are partici- 
pants. Their money, through their Society, 
contributes toward making these expeditions 
possible. They eagerly await the complete 
story which each of these pioneers of geog- 
raphy will write for their magazine. ... The 
National Geographic makes news. See Anne 


Morrow Lindbergh’s article in the September 


ioe . aa a i ‘ ag 
Deni oie a 


STEVENS, KEPNER AND ANDERSON! WILLIAM BEEBE! ADMIRAL BYRD! FATHER HUBBARD! 


Geographic. It is typical. In itself the National 
Geographic is a constant record of a chang- 
ing world. Therefore it is selected by intelli- 
gent and actively curious citizens. Therefore 
its editorial word is accepted as truth, and its 
sponsorship of advertising is reason for 
buying. This sponsorship spreads over 
1,000,000 homes and reaches the able-to-buy 
in every American town. . . . Proof lies 
in current results. Make us prove with case 
histories that the Geographic is the logical 


backbone of successful sales publicity for you. 
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‘STOP, LOOK AND 
LISTEN’ KEYNOTE 
OF HUDSON COPY 


Localized Testimonials Are 
Featured in Campaign 


Detroit, Mich., Aug. 30.—With a 
“Let's keep on going” shout to its 
dealers, Hudson Motor Car Company, 
digressing, but in no wise diminish- 
ing the punch that characterized its 
recent challenge copy, last week 
launched its second smashing offen- 
sive—a “Stop, Look and _ Listen” 
campaign which is being conducted 
in the form of an intensive national 
newspaper drive. 

To avert a possible lull after the 
storm, Hudson was’ immediately 
faced with the problem of maintain- 
ing dealer enthusiasm at the pitch 
obtained during Challenge Week. In 
an effort to accomplish this, the 
complete plan of the campaign and 
instructions on how to _ follow 
through have been incorporated in 
a striking book which has just been 
sent out to dealers. 

The book points out how the three 


steps, the challenge campaign, the 
challenge records and the owner 


testimonials which they were ad- 
vised to secure, have laid the foun- 
dation and set the stage for the 
current drive. 

“What we need is a big ‘Stop, Look 
and Listen’ that will stick right up 
in the middle of the path a prospect 
travels to competing showrooms,” 
the dealers are told. The book fur- 
ther contends that whenever a smart 
salesman gets hold of a buyer, he 


tries to put on a pair of “blinders” | 


that will keep all other cars out of 
sight. “Advertising can yank off 
these blinders,” it states. 


Testimonials Important 


Perhaps the most vital feature of 
the entire program is the dealer's 
file of testimonial letters gathered 
from owners attesting to the fact 
that they drove other cars before 
making a final selection of a Hudson 
or Terraplane. The importance of 
these letters is clearly emphasized. 
They not only eliminate the major- 


ity of the prospect’s questions and 
doubts, being actual letters of ex- 
perience, but they also gear the 
|advertising and selling job more! 
closely together. 

| The entire campaign is _ built 
around the fundamental principle 


that, next to themselves, people are) 
more interested in looking at and 
listening to other people than any-| 
thing else. It is a rule, the company | 
points out, which holds true in sell- 
ing as well as advertising. 
To illustrate this fact, a 
made up from information 
from thousands of newspaper read- 
ers who told what parts of their 
| newspapers they read, has been in-| 
| cluded in the book. The red “reader | 
interest” line reaches a high point | 
opposite such _ classifications as | 
“sports,” “comics,” “general news’ | 
and “back picture page.” Studies) 
like this, the book stresses, have} 
taught advertising men that, if they) 
vant to be sure to interest people, | 
they must show them pictures and | 
give them facts about other people 


chart, 
secured 


Is Localized 


| 
Copy 
Copy, therefore, will feature pic- | 
tures, testimonials and statements of 
Hudson and Terraplane owners and| 
will bear such captions as “We 
Looked at the Otuers,” “Don’t Buy 
Any Car Too Hurriedly” and ‘Let's 
Crack This Subject of Car Buying 
Wide Open.” To show how the ad-| 
vertising has been tied up with the| 
dealer’s own program, 
future copy have been 
As a distinct departure from the 
usual testimonial copy, the Hudson | 
and Terraplane’ testimonials § are! 
highly localized to increase reader | 
interest. In other words, advertising | 
run in the New «england states bears 
the testimonials of New Englanders | 
and that used in California bears) 
testimonials of Californians. 


included. 


Salesroom window and board dis- 
plays are suggested to derive the)! 
greatest benefit from the letters re- | 
ceived in each district. Retail mer-| 
chandising kits, to aid in presenting | 


a connected selling story; a sales | 
control plan, comprising an owner) 


and prospect file; catalogs, and six | 
100-word announcements for spot! 
| broadcasts, to be used at the option | 
of the dealer, are also included. 


| A comprehensive direct mail pro-| 
|gram which includes a form for fol- 


/low-up letters will round out the 
| campaign. 
Brooke, Smith & French, Inc., is! 


| tne agency in charge. 


A CAR IS NO 
SAFER THAN 


THE G 


ITS WINDOWS 
& 


Many automobile manufacturers 


have dunounced aew low prices on 


SAFETY GLASS 


all-around 


They come to 


day on your new car payments. 


YOUR 


usually rides in 


greater protection you can give 
them with Safety Glass All-Around. 


THERE'S SAFETY IN GLASS NOW 


LASS IN 


less than 2 cents a 


8 
FAMILY 


back. They need the 


LIBBEY *‘ OWENS « FORD 
SAFETY GLASS 


One of the initial newspaper insertions in the stepped-up campaign 
of Libbey-Owens-Ford to win public demand for safety glass in all 
automobile windows. 


New York, Aug. 30.—Coty, Inc., a 
“regular roto advertiser absent since 
December, 
vure 


” 


pages 


will 


return 
next 


newspapers in 30 cities. 


has used black 
60 newspapers in a larger number of 
cities to merchandise a special deal 
of a bottle of perfume free with a 
| box of powder at the regular price, 


| cessfully, 
| from 


During the 


10. 


The deal has been promoted suc- 
non-cooperation 
insisted 
upon breaking up the deal and selling 
the units separately, 
tage of 


some 


the 


despite 


interval the 
and white 


retailers 


extra 


to 
month, 


who 


taking 
discount 
deal in some instances to price the 
units as economical loss-leaders. 

Coty sales are running 29 per cent 


specimens of | Coty Returns 
To Roto After 
Short Absence 


rotogra- 
using 


advan- 
on 


ahead of last year, and the company 
hopes to maintain the upward swing 
|'without so much trouble with the 


new merchandising set-up. 


As in the past, the roto advertis- 
ing will feature the powder, the 
line’s best seller. Emphasis on the 
perfume will be placed at the point 
of sale with the “Coty Perfume 
Salesmaker,” a counter fixture in the 
form of a small showcase which 
holds several bottles of perfume in 
assorted sizes. 


company 
in about| A large investment has been made 
and it has been lib- 


erally but tastefully sprinkled with 


in the fixture 


,and for which the consumer pays 
| $28.60. 
| The company regularly launches 
| its holiday drive at this time and 
|the fixture deal is tied in with the 
inclusion of an assortment specially 
boxed for gift purposes. 

P. K. Frowert Company is the Coty 
| agency, 


Names McJunkin 
McJunkin Advertising Company, 
has been appointed to handle adyer. 
tising of Homix, Inc., maker of ng. 
| tionally distributed proprietarices 


Johns om Radio Field 


J. Frank Johns, formerly with sey 
eral Chicago newspapers and the As. 
sociated Farm Papers, has joined the 
Chicago office of Free & Sleininger, 
Inc., radio station representative. 


“it is to Laugh” 


| 
9578 deliberately selected words | 
about the ‘Faults, Foibles and Fet- | 
| 


ishes” of advertising practice, along 
with some suggested remedies. Ke. 
experience of 35 years 
as advertising manager, sales muan- 
| ager, advertising-agency man, busi- 
| 


flecting an 


ness writer and teacher. Subtitle 
of this booklet is “Things in Adver- 
tising Practice that Make General 
Business Executives Laugh,” and 
how they do! A number of the 
“forbidden topics,” the “sacred 
cows” and “white oxen” are put 
under the spotlight. Written frankly 
throughout, very bluntly in spots, 
and here and there samples of my 


Class B Humor. Only 28 pages, 
printed in self-cover style (paper 
bound) rather handsomely and ex- 


pensively, which partly accounts for 
the apparently high price of 40 cents 
a copy postpaid. The other reason 
for the 40-cent price is the high cost 
of advertising to a limited class (I 
admit it). But will send three copies 
to one address for one dollar. 

This pungent treatise will appeal 
only to those relatively few folks 
who dare to think for themselves 
and to speak out. If frank discus- 
sion gives you gooseflesh or worse, 
I really advise against ordering. Not 
sent on approval—and I offer no 
circular of details—but money back | 
promptly and cheerfully if you don't 
get forty cents’ worth of entertain- | 
ment and food for thought from | 
these 9578 words by one of the ‘“un- 
blushing self-appointed,"’ who gets a 
great kick out of the antics of the 
advertising business. Coupon at 
tached for your convenience. 


the Coty name to discourage mis- $. ROLAND HALL, College Hill, Easton, Pa. 
use. The show case is surmounted a ae a ae a ae Om OD a a ome em ee ow > on 
with a glass screen which doubles | S. Roland Hall, nee: 

the visibility of the case. The screen | per te cocieced come slonae enad eon 
pictures four leading packages of | ae a’ nae t cn ak cae on 


perfume and is labeled with a con-| 


the pamphlet I may return it in good order 
at once and have the price refunded. 


spicuous “Coty.” It cannot be re- 
moved without ruining the case. MR ach Fit evs Sree ore terre ee 

To keep the fixture within the 
means of the smallest dealer, it is —— : tabi 


given free with an assortment of per- 
fume which costs the retailer $18.33 
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ee 
'tising in the United States, who num-|be able to talk the basic advantages h bd kb d in 1915 to join the A. W. Erickson 
LUE OF NEWS ber, he estimates, between 20,000 and |of shower bathing, because you can Sout WwIc an Company as director of copy and re- 
25,000, Mr. Thomson points out the|never tell when you may meet a Fi M search, and founded the Southwick 
|/need for more solicitors of a higher | Diogenes, content in his tub.” inney erge agency in 1929. 
‘type. He illustrated the opportunity — Th bd A bg Both he and Mr. Finney have been 
(0 to create a greater volume from pres- Names Cow & D l er gencies recognized for many years as authori- 
ent advertisers with the fact that in an engter ties on copy testing. They made some 
‘the national field 85 per cent of the| Rockefeller Center, Inc., has ap-| New York, Aug. 30.—The South-|of the first-known studies of reac- 
RY W A THOMSON total volume is placed by less than | a * advertising pen ate &! wick Company and Street & Finney,|tions to advertising while directing 
Ld s |/ten per cent of the total number of adie a a oo New York agencies which have col- | psychological research for Columbia 
‘night club to be opened on the 65th | !@borated for some time on plan and University. 
P | “More and more, it will be de-| floor of the RCA Bldg. early in Octo-| creative work, will formally merge | persia 
ook Outlines Newspaper |manded that the advertising solicitor | ber. 


| hext week as Street & Finney, with | Brooks Back at Coty 
| know something about the theory ——_—_~ offices at 330 West 42d St. 


Advertising Procedure and practice of advertising generally, | Station Site Bought | The consolidation will reunit e| As General Manager 
- | 


las well as the particular merits of his |Frank Finney and C. T. Southwick,| H. L. Brooks has returned to Coty, 


listed advertisers. 


‘own newspaper,” said Mr. Thomson. intro gg gas geo es who were partners in Street & Fin- Inc., New York, as general manager 
wew York, Aug. 30.—In the fore-| “Usually it takes a better man to) aterbury, Conn., has purchased @lney for seven years prior to 1915 and treasurer. 


he : aah | sell am iden than it does to sell s site seven miles from Waterbury on Pa tl ld fir : sein 
yord to “Making Millions Read and | sell an idea than it does to sell some-| Which to erect transmitting equip-|U"4er the old firm name anc 


guy,” published this week by Walter thing backed by accepted custom. | ment for a new radio station, whose time-honored slogan, “Tested Adver- 
prey, William A. Thomson, the! Before you try to interest a customer | studios will be in the Waterbury | tising.” 

ythor, frankly states his objectives |in a trick shower bath, it is well to | Trust Company building. 
ye to help students of advertising | 
+) see neW possibilities in newspaper 
gace and to find new opportunities 
,employ it effectively. 

Mr. Thomson, who has been direc- 
ior of the bureau of advertising of 
ihe American Newspaper Publishers | 
sssociation since its establishment, 
egan his career as a cub reporter 
» a small Pennsylvania daily and 
apidly advanced in the newspaper 
world until he became assistant pub- 
jjsher of the New York Globe. For 
sme years prior to making his pres- 
ent connection he was an executive 
fan advertising agency. 

“Making Millions Read and Buy,” | 
s for the most part, a review of | 
newspaper advertising procedures. | 
Treating the ticklish subject of | 
merchandising cooperation, Mr. | 
Thomson goes so far as to say that | 
newspapers should not solicit orders | 
or their advertisers’ merchandise, | 
though he sees no harm in ang, 
newspaper supplying men to accom- 
pany the advertiser’s salesman, in- 
troduce him to the retailer and ex- 
plain the advertising campaign. 


the| Mr. Brooks commenced his busi- 
ness career with Coty, Inc., in 1914, 
and, for many years prior to his 
| resignation two years ago, served the 
| Mr. Southwick left the partnership | firm as sales manager. 


. (Gy Total Net Paid 
9 Average for 6 Months 


@3% 58,656 
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“" . 
: — Sets the Pace 
a, vp) _ f | 
a, . : 
iss of accepted formulae to set down. <, 
~ 


S cues dade weakioaa — The above fiaures are from the June 30th A.B.C. Statement. They 
this connection he suggests: _ stl are conclusive proof of AUTOMOBILE TRADE JOURNAL leader- 


No Accepted Formulae 


Where the installation of window | 
lisplays, cooking schools and some 
ther forms of cooperation are con- 


“Any service that a newspaper can “ha Se in ini j f 
leliver that is legitimate and profit- ~.>s, ship In its field. f 
ible and that can be offered to all his 


i; f 
| } ° oa ie YS 3 
lyvertisers should be a good service. | ey i 
“The present system gets its wires ih 
a issel most often when the adver- ‘* al 
Agel ge | ‘ 9 
ser asks for something that the 7 We { 


twspaper is not able to deliver satis- 
actorily or will try to give only 


be s ; 
Paid-In-Ad Subscrib 
my = a! 
inder pressure of competition. al Ss, n ia, vanc e ; u SCrl c rs 
“The results in such cases have ‘ = ae ‘ A a: 
ten known to disappoint everybody Oo rre Lr s— 


neerned, to leave the advertiser | 


s . . . | 
issatisfied with newspaper advertis- 


: \ 
Dat te picasa eee | The leadership of AUTOMOBILE TRADE JOURNAL, and the 
spaper grumbling | 


ee alia leeeaann on” aoa | reader interest of its subseribers are repeatedly proved by facts 

“rietalead sell a and figures. NEW EVIDEN€E of reader preference is available 
appearance of a newspaper ad- j 

Niiinaas ke a deksh anmelee sabe, on request. Ask for results of agency test just completed. 

ve importance than the majority of | 


‘lvertisers believe, Mr. Thomson 
‘ld in outlining methods of increas- | 


‘¢ the eye-appeal. In particular, he | T h e N O V e ml b e r I S S u e ¥ 


‘Dlored the failure of advertisers | 


take advantage of the compara-| Is Your Outstanding Advertising Opportunity 
‘lly new indirect half-tone, or 
larter tone process. 5 of the Season 
“Newsvertising” Important a * Automotive a a 
Mt. Thomson's opinion that “news-|  ~, Service This is the MARKETING ANNUAL for 1935—the most valuable 
goss S| ew Industries study of conditions and opportunities in the automotive wholesale 
ause of its possibilities is - | -) fg: : : : : 
iol by giving a full chapter to a ET and retail field. The only forecast and marketing publication of its 
“ject. It is illustrated with sev- | ” 


kind, by which its readers set their course for 1935. 


“ Outstanding examples of this | 
’¢ of advertising, such as the ad- 
“tsement by Newell-Emmett Com- | 
ly for White Rock, which appeared | 
norning editions as a news pic- | 
“A Page to report pictorially how 
eal Was celebrated the night be-| 


Distributed at the Automotive Service Industries Show. Carefully 
studied and read by those who do, and do not attend. Saved by 
subscribers for a year. Regular advertising rates. The greatest 
advertising dollar value of the year. 


| 
‘nothy r chapter sets forth the/| 

“iments for and against the use of 

‘ll copy often and large copy in- 

“tently, making out a strong case 
' reque ney and persistency. “The | 
| 'S darkest after the brightest | 
“el passes,” the author observed | 
| 


Further information on request. 


AUTOMOBILE TRADE JOURNAL 
A Chilton Publication 


fos. ° . 
| ‘ithe home his point. However, Chestnut & 56th Streets, Philadelphia, Pa. 
: ““S hothing to say against pages 

. ‘age units if the advertiser can 

‘td them. 

~ Way of encouragement to men / / / 

* Women selling newspaper adver- 4, .\ 
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ADVERTISING AGE 


September 1, 1934 


Names Street & Finney 
H. P. Hood & Sons, Inc., 


o—, ee company, 


pointed Street & Finney, New York. 
A large list of New England news- 

Boston | papers will be used for Grade A and 
has ap-| irradiated milk. 


1S a Summer 


PLAYGROUND 


a — 
RIVER @BOAT 
excu ONS 
BUNTING 
: nis 


45th STREET, 


WEST 


Headquarters for a grand good time —this 
Summer! World-famous beaches, easily 
reached — excursions on land and water— 
golf, tennis, baseball, polo, deep-sea fishing. 
Cool theatres, sidewalk cafes, dancing on 
the Mall! 


THRIFTY HOLIDAYS 


Three days in New York—with pleasant 
accommodations and delicious meals at the 
Piccadilly — need cost no more than $12-$15! 
26 stories of attractive, modern rooms, from 
$2.50 with private bath. De Luxe Dinner 
and dancing at thrifty prices. 


WRITE TODAY for illustrated folder, telling 
what to do and see in and around New York. 
Fascinating tours planned without charge 
by Piccadilly Visitors Bureau. 


ADILLY 


OF BROADWAY = NEW YORK 


p> FOR DEPENDABILITY 


FORMFIT SNAPS 
INTRODUCED BY 
UNIQUE FOLDER 


Chicago, Aug. 30.—An ingenious 
combination of die-cutting and 
“swatching” is being used by the 


Formfit Company, maker of Thrill 
and Formfit brassieres, to introduce 
a new flat snap fastener to its retail 
organization. 

The new fastener, which is at- 
tached to the front side of the bras- 
siere, is said not only to make fas- 
tening of the garment much easier, 
but also to eliminate unsightly 
bulges and to hold more securely. 

To tell the trade of this new im- 
provement in its merchandise, Mar- 
tin J. Newman of the Formfit adver- 
tising department devised a direct 
mail piece in which a brassiere is 
simulated by die-cutting, and on 
which the new snap fastener has 
been sewed in precisely the same 
position it occupies on the actual 
garment. 

The mailing piece, which is ap- 
proximately 11 by 20 inches over all, 
and which folds down to seven by 
11 inches, is so arranged that the 
die-cut representation of the bras- 
siere folds over on the outside of the 
piece, and then snaps on the end 
of it, passing through a small cut 
in the sheet beneath, fasten into 
their corresponding grooves which 
are sewed onto the back of the 
folder. It is thus necessary to un- 
fasten the snaps before the folder 
may be opened. 

The “swatching,” which really con- 
sists of the sewing on of the bits 
of tape holding the snaps, was done 
in the company’s plant by the same 
operators who fasten these tapes to 
the actual garment, and die-cutting 
and illustration are worked out so 
that a remarkable similarity to the 
garment being discussed is estab- 
lished. 

In addition to informing dealers 
of the advantages of the new fas- 
tener, the unusual folder outlines 


“For DEPENDABILITY” 


« « « Another good reason for 
ERIE posters. They help sell 
many national products. They 


can help sell your product, 
too. How about it? 


Fe 


LITHOGRAPHING & PRINTING CO. 


ERIE PENNSYLVANIA 


FOLDER DRAMATIZES NEW SALES FEATURE 


Unique Formfit folder which demonstrates the new Formfit "snaps" 
by carrying actual samples sewed on the paper in such a way that 
they ee: in exactly the right places on the die-cut representation 


of a 


rassiere, and also act as a closure for the mailing em 


the advertising program which Form- 
fit will place behind its products this 
fall. As in the past, the backbone 
of the company’s advertising will 
consist of rotogravure advertising in 
Sunday newspapers in about 40 of 
the country’s leading markets, with 
two-column space varying between 
200 and 220 lines being run at fre- 
quent intervals. The campaign will 
get under way Sept. 16. 

In addition, dealers will tie up 
with their own advertising, and win- 
dow and counter display pieces will 
be furnished to retailers. 

Some of the copy will feature the 
new snaps, while others will con- 
tinue the Irene Castle tie-up inaugu- 
rated last year, and still others will 
be devoted to other items in the 
Formfit line. 


Kansas City Club 


Committeemen Picked 


Chairman of standing committees 
of the Advertising Club of Kansas 
City have been named, for the 1934- 
35, as follows: 

Program, C. E. Ball, Skelly Oil 
Company; membership, J. Maurice 
Hoare, American Asphalt Roof Cor- 
poration; attendance, Royal R. Jones, 
Jones & Co.; reception, Chloe Peter- 
son, Business Men’s Assurance Com- 
pany; 

Entertainment, Jack E. Hilliland, 
Missouri Pacific Lines; music, Dick 
Richardson, Dick Richardson Com- 
pany; menu, Mrs. Russell Stover, 
Mrs. Stover’s Bungalow Candies Com- 
pany; publicity, C. R. Mooney, Cham- 
ber of Commerce; Ad Club News, 
Harold Norman, Norman Letter & 
Advertising Service; 

Speakers’ Training, T. S. Mann, 
Skelly Oil Company; Ad Club School, 
Merrill V. Nipps, Columbian Steel 
Tank Company; Ad-of-the-Month, 
Jason W. Jones, Cook Paint & Var- 
nish Company; 

Nelson Gallery of Art, 
Brown, Chas. E. 
Company; 
thorn, 


Wm. R. 
Brown Printing 
auditing, Ben H. Hen- 
Kansas City College of Com- 
merce; social, Chas. D. Greason, the 
Gas Service Company; _ sports, 
Howard S. Stark, Holland Engraving 
Company; 

Vigilance, Lou E. Holland, Holland 
ingraving Company; advertising 
agencies, Wm. B. Stone, Potts-Turn- 
bull Advertising Company; retail 
stores, Rex H. Clawson, George B. 
Peck Dry Goods Company; 

Newspapers, C. P. Slater, E. Katz 
Special Advertising Agency; radio, 
Don D. Davis, WHB Broadcasting 
Company; direct mail, M. B. Salis- 
bury, Postal Life & Casualty Com- 
pany; 

Outdoor, R. E. Melcher, 
Outdoor 


General 
Advertising Company; 


graphic arts, C. R. Churchill, Grimes- | ~ 


Joyce Printing Company; magazines, 
Ray Lockard, Periodical Publishers 
Service Bureau. 

The Advertising Club has this 


year, for the first time, been given 
responsibility for publicity for the 
American Royai Live Stock Show. 


The 36th annual show will be held in 
Kansas City October 20-27, 1934. 


iecatiiies Expands 


Roebling Advertising Agency, New 
York, operating Transit Advertisers, 
Inc., and Air Ads, Inc., has leased ad- 
ditional space for its offices in the 
RCA Bldg. 


New Rules for 
Liguor Labels 
Effective Nov. | 


Washington, D. C., Aug. 29.—The 
Federal Alcohol Control Administra. 
tion this week again called the at. 
tention of distillers, blenders an 
rectifiers to the fact that the ney 
regulations relative to the labeling 
of alcoholic beverages become effec. 
tive Nov. 1. 

The regulations provide that the 
brand name of the distilled spirits 
appear on the label and also the 
class and type of spirits. The name 
and address of the distiller, rectifier 
or importer, or the name of the bot: 
tler or person for whom bottle/ 
must also show, together with a 


‘statement of alcoholic content. 


On Sept. 17, it is announced 
grape growers will consider a pr 
posal for the uniform labeling 
their products. Among the sugges 
tions is one which states that “the 
name of a particular region or cout: 
try shall not be given any wine wr 
less it is wholly yroduced from 
grapes or other materials grown an( 
fermented in such region or coul 
try.” 

Under the terms of the proposal 
it is pointed out, the descriptive t 
tles such as Port, Sherry, Sauterne 
and Burgundy, will not be allowed 
for domestic wines. 


Introduces New Flour 


E-Z Bake, a new “all-purpose” self 
rising flour, is being introduced 
Pacific coast housewives at the Sacr 
mento State Fair. Newspapers, radi 
window and counter displays atl 
direct mail will feature a combi 
tion introductory offer of a largesi# 
package and a baking pan. Gerll 
Knollin, San Francisco, is in chargé 


Halverson to “Liberty” 


Charles P. Halverson, forme! 
with Tower Magazines, Inc., and té 
New York News, has joined the ea* 
ern sales staff of Liberty, New York. 
He will cover the New York Sta 
territory. 


——______. 


1-Cent Sales Banned 


Combination sales of merchandi* 
such as “one-cent sales” and the 
“suit club plan” will be barred ? 
the retail code after Sept. 2. Drug 
stores are exempted from the prohibt 
tion against one-cent sales. 
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NRA SETS VARIED 
MINIMUM PRICES 
FOR AUTO TIRES 


Way Extend Practice to 
Other Industries 


Washington. D. C., Aug. 30.—A 
pew schedule of retail floor prices 
for rubber tires, which establishes 
orice differentials in favor of unad- 
vertised and lesser known brands, as 
well as those sold by or through mail 
der houses, went into effect Mon- 
jay, replacing the previous schedule 
ynder which retail floor prices of 
al] tires in the same category were 
identical. 

Prices set in the new order will 
e effective during an.experimental 
period ending Oct. 1 and were de- 
ided upon, the NRA avers, “mainly 
to allow those differentials in selling 
prices Which have prevailed in the 
trade in the past.” 

While numerous instances have 
pen recorded under NRA codes in 
which attempts to differentiate be- 
tween advertised and non-advertised 
goods have been made, the new tire 
ode order, which makes a differen- 
tial in minimum price between the 
products of specified manufacturers, 
is believed to be the most drastic 


effort yet made to “protect the little 
fellow.” 
Five Sets of Prices 


Under the code provisions which 
were formerly in effect, the floor 
level of all first line, four-ply, 4.75x 
19 tires, for example, was $6.70; for 
second line tires of the same size, 
it was $6.10, and for third line $5.20. 
Under the new ruling, each division 
has a separate floor level for the 
same type of tire, the highest level 
being set for the nationally trade 
marked tires of the five largest 
manufacturers, and the lowest for 
those which are sold exclusively by 
mail. 


In Division I, for which the first 
line floor level for the size of tire 
mentioned above is set at $7.45, are 
Firestone, General, Goodrich, Good- 
year, and United States. The price 
set applies to “tires and tubes bear- 
ing any of these companies’ names 
in any form.” 


Division II includes “tires and 
tubes bearing private brands, only, 
sold by and/or through outlets 
whose principal line of business is 
the marketing of petroleum prod- 
ucts.” The first line floor for this 
group is $6.95, 50 cents below that 
of Division I. 

Division III includes “tires and 
tubes sold by Montgomery Ward & 
Co. and Sears, Roebuck & Co. 
through their retail stores. Tires 
and tubes bearing any of the follow- 
ing names in any form: Badger, 
Brunswick, Diamond, Federal, G and 
J, Gillettes, Hood, Marathon, Miller, 
Yale, Cooper, Dayton, Dunlop, Falls, 
Fisk, Gates, Giant, Inland, Kelly- 
Springfield, Lee, McClaren, Mans- 


field, Master, Mohawk, Pennsylvania, 
Pharis, Seiberling.” Floor levels for 
first line tires in this group are set 
at $6.70, 75 cents below those in Di- 
vision I. 


Mail Order Tires Lowest 


Division IV includes “tires and 
tubes not included in Divisions I, II, 
III, and V.” Prices are set at $6.45, 
$1 below those of Division I. 

Division V, the last, includes “tires 
and tubes sold to the consumer 
through the medium of regularly is- 
sued catalogs, when orders are re- 
ceived by mail or telegraph only and 
delivery is made by mail, express or 
freight only, notwithstanding Divi- 
sions I, II, III, and IV.” Prices for 
this group are set at $5.75, $1.70 be- 
low those of Division I. 

In explaining the divisions, the 
NRA points out that Division I in- 
cludes the five leading manufac- 
turers whose tires are nationally ad- 
vertised and have wide consumer ac- 
ceptance. This fact “easily separates 
them from other lesser-known tires,” 
according to the NRA. 

Division II includes the tires sold 
by filling station outlets, and Divi- 
sion III includes stores operated by 
well-known mail-order houses, the 
outlets of 15 medium-sized manufac- 
turers, and ten subsidiaries of Divi- 
sion I manufacturers. 


Other Divisions 


Division IV includes 22 small 
manufacturers and chain automotive 
accessory supply stores, distributing 
private brands, and Division V con- 
tains the tires sold through cata- 
logs by mail or telegraphic orders. 

In issuing the new schedule the 


NRA explained that “when mini- 
mum prices were set in May, tire 
manufacturers felt that the retail 
market prices of well-known tires 
would be maintained above the low 
levels and that the differentials pre- 
viously existing would be main- 
tained.” However, the intensity of 
competition, which came with de- 
clining volume, “brought all prices 
to the lowest reasonable cost estab- 
lished in May.” 

An investigation was begun by the 
Division of Research and Planning, 
resulting in the discovery that small 
manufacturers and independent dis- 
tributors were not obtaining their 
customary shares of the reduced vol- 
ume of business. This was followed 
by a public hearing on Aug. 3, at 
which the retail trade argued for ad- 
vanced prices and differentials. 

The range of new prices, while 
recognizing the necessity for differ- 
ent minimum prices for different 
groups of distributors, has not been 
revised upward, the NRA declares. 
“The new prices established are not 
market or maximum prices, but are 
intended as levels below which de- 
structive price cutting will be recog- 
nized,” it is declared. 


May Hit Other Industries 


The experiment is to continue un- 
til Oct. 1 and, if it proves success- 
ful, will be adapted to similar situa- 
tions in other industries, it is said. 

The retail tire trade also served 
as a laboratory for another NRA ex- 
periment in price-fixing policy and 
the experiment is the outgrowth of 
that first one’s failure. The first one 
—later proclaimed as a general NRA 
policy—was enunciated last May by 


Leon Henderson, NRA _ economist, 
when minimum prices first were set 
for the retail tire trade. At that time 
he said that price fixing should be 
resorted to only in cases of bona fide 
emergency and should be continued 
in effect only so long as that emer- 
gency existed. 

Mr. Henderson has admitted that 
in actual practice, the theory first 
advanced resulted in a general lev- 
elling of prices, all manufacturers 
and distributors putting their quo- 
tations down to the prescribed mini- 
mum levels. This was followed 
shortly by a demand from the trade 
for a ten per cent increase in the 
minimum prices. 

At a public hearing early this 
month evidence was submitted 
which was said to prove that the 
mail-order houses, which had been 
blamed for destructive price cutting 
in the industry, were not the real 
culprits, and that the blame be- 
longed, instead, to the big tire manu- 
facturers, and their efforts to build 
up their own retail outlets. Con- 
sumers were buying the advertised 
brands when they found that all 
prices were similar, with a conse- 
quent reaction to the disadvantage 
of the smaller and less known 
brands, it was said. 


Seizes Mislabeled Goods 


The Food and Drug Administra- 
tion seized 35 shipments of drugs 
and medicines during the month of 
July, 26 of which allegedly carried 
false therapeutic claims on the labels, 
the other nine making allegedly false 
claims regarding ingredients, stand- 
ard of strength, weight, or volume. 


Cireulation 


: The print order for the past eight 
steady circulation 


months shows a 


growth. 


| Woman’s World is now delivering an 
excess of 200,000 circulation over its 


guarantee of a million. 


Advertising 


For the seventh consecutive month 
Woman’s World goes ahead in adver- 


tising lineage. 
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ADVERTISING AGE 


September 1, 1934 


Cicuaia Coctuniie: 
The Hotel Expert Service —— 


tion, New York, is manag 

the Hotel Commander, Prt g 
Mass. Advertising will be placed by 
Chambers & Wiswell, Inc., as 
under the direction of C leaveland A 
Chandler. 


it 
up?” 
‘‘Nossir—I’m back 
again!” {*5Minte} 


PHOTOSTATS 


RAPID 


COPY SERVICE 


(State 6013-4 
CHICAGO )State 5980-| 


{Vanderbilt 3-3686 
NEW YORK )For All Branches 


CLEVELAND: Main 9335 


A quick and economical 
lithographic method of 
facsimile reproduction 
(Specially adapted for short 
run work) that will afford 
you a substantial saving 
on many of your printing 
requirements. 


Write or phone us for Samples 
and complete information 


Econo-print Department 


MAGILL-WEINSHEIMER COMPANY 
1323 SOUTH WABASH AVENUE, CHICAGO 


Telephone Calumet 7200 


AY SCHOOLS 


ADVERTISING & COPY 
COMMERCIAL ART 
COM'L PHOTOGRAPHY 
LAYOUT AND LETTERING ————— 


MEN'S FASHIONS AND 
PHOTO - RETOUCHING 
Dept. L. V., 116 S. Mich. Blvd., Chicago 


JESS H STRIBLING AND ASSOCIATES 


ees aay MISHTOAN AVENUE = CHICAGO 


AUTOMATIC LETTERS 


Any Quantity—Low Rates 


TAN KI Mail Advertising 


Service 


Send for Free Booklet—‘Brass Knuckles” 
S17 Fifth Ave., Pittsburgh, Pa. ATiantic 1290 


Salesmen Wanted 


Men with successful records as producers 
of business paper subscriptions wanted 
for work in major business centers. At- 
tractive proposition to qualified men. 
Write, giving expérience and references. 
Address Box 582, ApverTISING Ace, Chi- 
cago. 


Demand ——~ 


| agreed 
| the 


| ever, 
|sions would be accepted, 


| chain 


| presented them.” 
| the 


/a desire to conform ‘just as far as 


CANNERS PROPOSE 
NEW METHODS FOR 
GRADING QUALITY 


(Continued from Page 1) 


At the conference the committee | 
with Mr. Riley that within 
next 30 days it would submit | 
definite recommendations for the de- | 
scriptive labeling of at least four im- 
portant products. 

In order to cooperate with the in- 


dustry, the administration has ex- 
tended the time for making a report 
to the President from the original 


period of 90 days by giving the com- 
mittee an additional 30 days. 

The canners’ report came after 
nearly a week of conferences here, 
and while it does not go as far as 
some administration leaders had 
hoped, it is generally considered an 
important step in the right direction. 


Brands to Retain 
Place, Canners Feel 


Washington, D. C., Aug. 30.—It is 
better to comply with the sugges- 
tions of NRA and AAA officials in 
the interests of a uniform labeling 
provision than to have to abide by 
a set of rules similar to the provi- 
sions of the first Tugwell bill. This 
was the gist of opinion of the repre- 
sentatives of the Food and Grocery 
Chain Stores of America, Inc., and 
the National-American and United 
States Wholesale Grocery associa- 
tions, which have been in conference 
here this week. 

Conferences held in Division Ad- 
ministrator Riley’s office at the NRA 
and in hotels, indicated that there 
was no disposition to oppose the 
recommendations of the administra- 
tion. The support offered to this end 
by President F. H. Massmann, of the 
Food and Grocery Chain Stores of 
America, brought organization sup- 
port. 

Informal discussions of the gro- 
cery and food groups indicated, how- 
that the food labeling provi- 
chiefly for 
the following reasons, ADVERTISING 
AGE was advised: 


Two Reasons 


1. It is better to “go along” with 
the program than to promote opposi- 
tion and thereby bring about the pos- 
sibility of passing a “Tugwell bill” 
at the coming session of Congress. 

2. Fear that any technical opposi- 
tion would be construed by the gen- 
eral consuming public as due to an 
unwillingness to tell the contents of 
canned and packaged goods. 

Some of the representatives of the 
stores declared that the sub- 
ject had been over-stressed; that it 
was not nearly as important as peo- 
ple had been led to believe. With 
allowances permitted for the not-too- 
sudden application of any rule rela- 
tive to labels, it would be possible 
to make the change without finan- 
cial loss, they felt. | 

Warren H. Clarke, of the Food and | 
Grocery Stores of America, told 
ADVERTISING AGE that the grocers are | 
willing, within reason, to back the | 
administration’s labeling program. | 
He declared that the suggestions, 
he understood them, were consider- 
ably different from the regulations 
found in the Tugwell bill. 


as | 


“We came here first to learn 
exactly what the administration 
wants,” Mr. Clarke, who is assistant 


to the president of Kroger Grocery | 
& Baking Company, declared. “To 
that end we clarified our views and 
He intimated that 
offer cooperation as. an- 
nounced in President Massmann’s 
telegram was sufficient indication of 


of 


” 


possible. 
Brands Still Important 


“We do not wish to be put in a 
position of opposing grade labels 
that tell the consumer just what is 
inside of the can or the package,” 
Mr. Clarke explained. “That would 
be unfortunate. 

“But we have spent many thou- 


j}are 


|67 entries, which were bound in port- 
| tolios for permanent exhibit at L. N. 


sands of dollars building up certain | 


— through advertising. We} 
have chosen names which we be- 
lieve have come to mean something | 
to the consumer. Naturally, we do} 
not wish to see these brand names 
jeopardized under any labeling mee 
However, we cannot see that this 
will be done, as we understand the 
situation. Conformation can be had 
with the gradings urged by the De- | 
partment of Agriculture together | 
with our brands. We can’t be con- 
vinced at this time that consumers 
will forsake brands with which they 
familiar, merely because of the 
new proposals.” 

Referring to such formal sugges- | 
tions as the association contem- 


| plated, Mr. Clarke said special pro- 
| visions would be made to protect the 


advertising of those who complied | 


| with the recommendations. He cited 


in explanation that it would be “un- | 
fair for some merchants to inter- 
mingle the terms. That is, if ‘choice’ 
is defined to mean the second grade, 
then advertisers must not call ail 
offerings ‘choice,’ and thus bring 
about confusion. The terms used in 
advertising must be identical with 
the terms used on the labels,” he 
emphasized. 

It was the belief of several repre- 
sentatives in attendance that sincere 
cooperation at this time might serve 
to prevent passage of some obnoxious 
and inflexible bill by the next Con- 
gress. 

Present at the conferences were 
Samuel B. Steele, of Steele, Wedeles 
& Company, Chicago; J. J. Harding, 
Harding Bros., Emporia, Va.; and 
Samuel Ranzoni, Sussman-Wormser 
Company, San Francisco, represent- 
ing the wholesalers. For the chain 
store operators: Warren H. Clarke, 
Kroger Grocery & Baking Company, 
Cincinnati; F. H. Massmann, presi- 


dent, National Tea Company, Chi- 
cago, and James L. MacNeil, pur- 


chasing agent, First National Stores, 


Boston. 


Judge | Laundry 
Copy by Truth 
And Sincerity 


Joliet, Ill., Aug. 30.—Truth, sin- 
cerity and originality are the vital 
elements of an advertisement, in the 


opinion of the Laundryowners Na- 
tional Association of the United 
States. In announcing trophies for 


the best laundry copy of the year, the 
association announced that 20 per | 
cent will be given to each of these 
factors, with another ten per cent 
each for the most effective text, illus- 
tration, typography and layout. 

The awards will be made at the 
51st annual convention in Cincinnati 
Oct. 15-18. There will be three classi- 
fications, with silver loving cups for 
first, second and third place in each 
group, as follows: 

Class A. Advertising by laundries 
employing an advertising agency. 

Class B. Advertising by laundries 
preparing their own copy without 
outside assistance. 

Class C. Cooperative advertising 
by local groups of laundryowners. 


Each entry must be accompanied 
by an explanatory statement of 500 
words. Last year’s contest attracted 


A. headquarters. 


McGraw-Hill Elects 
Ehrlich Vice-President 


Howard Ehrlich, president of the 
electrical Trade Publishing Com- 
pany, Chicago, has been elected a 
vice-president of the McGraw-Hill 
Publishing Company, New York, 
where he will be responsible for the 
publication of Electrical World. 

Mr. Ehrlich will also continue in 
charge of the activities of the Elec- 
trical Trade Publishing Company, an 
affiliated organization. 


Join Badger and 
Browning & Hersey 


Paul Caffey, formerly with Erwin, 


| auditorium to be 


| orable 


Wasey & Co. and the General Elec- 
tric Company at Bridgeport, 


joined Badger and Browning & 
Hersey, Inc., New York. 
Wm. B. Lowther, Jr., has been | 


added to the copy staff of the same | 


agency. 


has | 


$4,750 Contest 


for WGN’s New 
Radio Theater 


Chicago, Aug. 30.—The 
Tribune, operating Station WGN, has 
announced an open competition for | 
a design for a new broadcasting | 
housed in a new 


Chicago | 


building to go up just north of Trib- | 


june Tower. 


For the winning design for the 
auditorium, $2,500 will be _ paid. 
There will be three other prizes ag- 
gregating $1,100, as well as 21 hon- 
mentions to win $50 each. | 
The competition will close Nov. 15. 

The building itself has been de- 
signed by the architects responsible 
for plans for Tribune Tower. Three 
stories high, the new building will 
form the first section of a structure 
ultimately to be carried to a height 
of 24 stories. 

The competition will revolve 
around a studio theater to seat 600 
persons and capable of accommodat- 
ing a symphony orchestra of 100 
pieces. It will be 100 feet long, 70 
feet wide and 30 high. 

Important lessons in overcoming 
vibrations learned during construc- 
tion of apartment buildings over the 


New York Central’s subway in New 
York will be utilized in the new 


structure. Every broadcasting stu- 
dio will in reality be a room within 
a room, being built on steel “‘chairs.” 
Insulating pads between the tops of 
columns and the structure they sup- 


port are other means of insuring 
absolute quiet. 
WGN also is developing equip- 


ment which will set new standards 
in reproduction of incidental sound 
effects. The delicate nuances of 
some sounds have yet to be dupli- 
cated in broadcasting, it is asserted. 


Shows Chrysler Records 


Wilding Picture Productions, Inc., 
is in process of producing a sound 
film for Chrysler Corporation featur- 
ing the story of the record-breaking 
trip of the Chrysler Airflow cars on 
the salt beds at Salduro, Utah. 


Snyder to “Constitution” 


Cy M. Snyder has been made ad- 
vertising manager of the Atlanta 
Constitution. He was formerly with 
the Yonkers, N. Y., Herald-Statesman, 
and the Harrisburg, Pa., Patriot & 
News. 


Distiller Picks Clarke 


Edward Trainer, long established 
Philadelphia distiller, has appointed 
the E. A. Clarke Company, Philadel- 
phia, to direct advertising of Pine 
Hill whisky, Trainer’s Old Nectar 
and Trainer’s Old Cabinet. 


| 


Clasiified: 
Advertising 


The rate for this department js 49 
‘cents a line (not agate line): , 


Mini: 
/mum, $2. 
——— 
PUBLICATIONS 
_ . . e _e, 
Every advertising copywriter nega, 


“Compendium of 1000 Useful Worg, 


for Advertisers.” Expressive, Dror 
erly classified. Lend tone, varie, 
and emphasis to your copy. | stpaid 
35c coin. Money back if not sat 
fied. <A. A. Archbold, 3100 Hom, 
Ave., Berwyn, IIl. 


POSITIONS WANTED 


I AM NOT A SALESMAN 


But I know how to get the faets 
needed for profitable operation }y 
every sales manager, no matter hoy 
aggressive and resourceful he may 
be. Thorough training and experi 
ence in sales analysis, and marke: 
research, devising and _ operating 
sales contest and bonus plans 
Graduate Harvard Business Schoo! 
Married. Twenty-eight. Box 499 
ADVERTISING AGE, New York. 


Issues Birthday Edition 
The Beaver Falls, Pa., 


tion Aug. 25. 


WANTED 

Position as 
NATIONAL OR ADVERTISING 

MANAGER 


on daily newspaper 
more, preferably middle west. Now em. 
ployed on midwest daily for eleven years 
four years as national manager. Thor 
oughly seasoned newspaper executive and 
advertising salesman. Forty-five years 
old, married. Highest references fron 
present employers. Wide acquaintance in 
national field. Salary expected commer 
surate with experience and ability to bu 

linage. Address Box 490, care avertiie 


Age, Chicago. 


THREE LOCATIONS sta. 404 


152 AGENCIES 


Agency men (and women), publishers’ representa 


tives, publishers, printers, engravers and typ08g- 
raphers are finding that the Hotel Winthrop has 
large pleasant rooms, an atmosphere of peace 
and a staff that really enjoys making guests happy: 


DAILY RATES FOR ADVERTISING MEN FROM $3 Single... 
$4 Double. SUITES FROM $5 Daily OR $115 by the Month 


HOTEL WINTHROP 


47th Street and Lexington Avenue - New York City 


A ROGER 


SMITH HOTEFE 


News-Tri. 
bune issued its 50th anniversary e(j. 


in city 100,000, or 


ATLAS PHOTO COPY C0! 
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September 1, 1934 


1B. JONES, OF 


ADVERTISING AGE 27 


users. The need for many of Mr. | from New England, where he ’ p—D s Not Cure | being featured, for which a receipt 
Fastman’s improvements was said to|spending his vacation. oe card bearing the recipient’s name and 
have originated in the mind of his | 


“The death of Lew Jones deprives | address will be given. Manufacturers 


FASTMAN KODAK, automatically limited the market to| 


advertising manager. 
The first Kodak sold for $25, which 
a select few. Likewise, it was sold 


loaded for 100 exposures. 


A ready 
A | When the last exposure had been 


Continued from Page 1) 

ess and Mr. Jones, if not a full- 
gedged millionaire, was at least able 
+) indulge every hobby. 
aly a successful breeder of Holstein 
ows, but a yachtsman of some note. 
He served 15 years as a director of 
Fastman Kodak. 


The belief of Mr. Jones and his 


He was not 


made, the amateur’ photographer 
'mailed Kodak and contents to the 
factory, with a check for 310. The 
|factory developed the negatives, re- 
loaded the camera and returned all 
|to the Kodaker in a neat package. 
This complete, if somewhat cir- 
| cuitous service, Was expressed in a 
| slogan said to have been born in Mr. 
| Jones’ fertile brain: “You press the 
button; we do the rest.” 
| It fell to the lot of Mr. Jones to 


ithe advertising world of a pioneer 
and one of its leading exponents,” 
|Mr. Thomson said. “During his 42 
|years of service with the Kastman 
Kodak Company in charge of its ad- 
vertising, he not only directed one 
of the world’s largest advertising 
|} appropriations, but was active in the 
organized efforts to improve adver- 
tising practice and raise its stand- 
ards. 

“He was a president of the Asso- 
ciation of National Advertisers, and 
of the Audit Bureau of Circulations, 
one of the founders of both groups, 
and for almost 20 years an A. B. C. 
director. In this capacity he was 


serving at the time of his death, and | 


Asthma, Warns 
Hay Fever Copy 


Cleveland, Tenn., Aug. 30.—With 
the annual appearance of the dread 
hay fever season, Corn 
Company, of this town, has released 
a newspaper campaign through Har- 
vey-Massengale Company, Atlanta 
agency. 

The copy is unusual both because 
it carries a warning line that WTC 
Anti-Pollen Salve is not intended for 
sufferers from chronic diseases such 
as asthma and because it offers a 
positive guarantee to relieve those 


| participating will receive duplicates 
‘of the cards for their mailing lists, 
screen advertising and lobby space 
for display and demonstration. 

Mr. Bialac said the project would 
get under way in New York the 


a | second week in October with about 
Chemical | 


200 theaters in the city and suburbs 
cooperating and paying part of the 
cost of the samples. They are glad 
to do this, he explained, because of 
the increased patronage the sample 
offer draws. 


Peatare Memes 
Medium in U. S. 


. , . . ; Whose discomfort i U 

superiors that they owed much to the | herald ; the world numerous suc-| his counsel will be greatly missed by be . s caused by “ 

; ae nitea® , |cessive improvements and a CoOn-| hic ¢ . ‘ . 

influence of advertising caused him ; . . his fellow board members. This money-back offer can be Park { ampaigon 
1 do much pioneering in that field, | St@mtly falling price, which created y P g 


He assisted in laying the broad basis 
for scientific advertising which is 
accepted as a matter of course today, 
but which then loomed as a formi- 
dable task. Mr. Jones was one of the 
founders and early presidents of the 
\udit Bureau of Circulations and his 
interest in the work of that organ- 
zation endured during his lifetime. 
He was a director for almost 20 
years. 


Helped Found A. N. A. 


Mr. Jones likewise felt the same 
need for organization which actuated 
many other large advertisers and he 
was one of the early movers for such 
in organization. He helped organize 
and was one of the early presidents 
f the Association of National Ad- 
vertiser's. 


It was in 1888 that the late George | 


Eastman, then operating as the East- 
man Dry Plate Company, invented 
the little black box which made it 
easy for the veriest tyro to produce 
good pictures. Mr. Eastman orig- 
inated the name ‘“Kodak” which 
identified his brain-child. At the 
same time, he gave this reason 
vhy he believed it met all of the 
requisites: 

“A trade name should be short, 
euphonious and meaningless.” 

While many advertising men will 
take exception to the last adjective, 
Kodak served its purpose well and 
perhaps is the best known trade- 
mark in the world today. 

our years later, Mr. Jones, as a 


youth of 26, became Mr. Eastman’s | 


ilvertising manager and not until 
then did the inventor relinquish con- 
rol of the advertising department, 
which he regarded as one of the 
host valuable adjuncts of his enter- 
prise, 

“You Press the Button” 


The two worked hand in hand to 


such a vast market that dealers in 
many lines became members of the 
|great Eastman sales organization. 


Made Vice-President 


| Mr. Jones was made vice-president 
|in charge of sales and advertising in 
1921, He realized then that the first 
/mushroom growth of the company 


| was ended and that it would have to’ 


| work for further expansion. He set 


himself the goal of enlarging the 
number of dealer outlets and exactly 
| doubled the roll call in the United 
|States in the next dozen years. 

Mr. Jones, who became a large 
stockholder in the company as a re- 
sult of Mr. Eastman’s belief that the 
men who earned the money should 
enjoy the benefits, was made a direc- 
ter in 1919. 

during the preceding two years, 
| he was called to a task which yielded 
him great satisfaction. It was to use 


of the great combat which the United 
States had entered. Mr. Jones was 
summoned to Washington as a dol- 
lar-a-year man. In the capital, he 
was associated with George Cree], 
then at the head of the biggest pub- 
licity project in the country’s history. 
Mr. Jones entered the newspaper 
field after graduating from the Uni- 
versity of Rochester in 1889. He 
served the old Kansas City Herald, 
the Chicago Daily News and Roches- 
|ter Democrat & Chronicle. This ex- 
perience provided the background for 
‘his brilliant writing as advertising 
/manager of Eastman Kodak. 


A. B. C. President in 
Tribute to Jones 


New York, Aug. 30.—Phil L. Thom- 
son, director of public relations of 
Western Electric Company, and 
| president of the Audit Bureau of 


|Cireulations, sent ADVERTISING AGE 


his trenchant pen in the prosecution | 


“Mr. Jones was a tirm believer in 
the application of sound business 
methods to advertising, and his in- 
sistence upon audited circulation 
statements made him an influential 
sponsor of the Audit Bureau move- 
ment more than 20 years ago, and a 
consistent supporter of its principles 
ever since the Bureau was formed.” 


O. C. Harn Honors 
Memory of Jones 


Chicago, Aug. 31.—0O. C. Harn, 
managing director, Audit Bureau of 
Circulations, released a statement on 
Mr. Jones’ death upon his return 
from a vacation. 


“L. B. Jones’ career as an indi- 
vidual is closed, but his influence will 
live on,” Mr. Horn said. “In his ap- 
parently effortless way, he carried 
his well-thought out convictions 
through to a conclusion to the great 
advantage of every movement in 
which he interested himself. He was 
no ready starter and lax finisher. 
When he took up a campaign, he 
stayed with it. 

“T recall my first meeting with 
him. It was at a meeting of the Ad- 
vertising Club of Rochester, where I 
had made a talk. Lew had not been 
much interested in national adver- 
tising organizations but I persuaded 
him to take an active participation 
in the Association of National Ad- 
vertisers. He became its president. 

“He was a hard worker in the 
group, but handled the federal govy- 
ernment’s advertising during the 
World War and was a staunch sup- 
porter of and leader in the establish- 
ment of the Audit Bureau of Circula- 
tions. I was closely associated with 
him in all three activities and there- 
fore know personally what a power 
he was. 

“The cause of better and more ef- 
fective advertising has lost his per- 


made because, according to the copy, 
WTC salve is resistant to 95 out of 
every 100 kinds of pollen. The gam- 
ble thus is reduced to a minimum, 
or not more than five per cent. 

In the main, advertising of Corn 
Chemical Company, identifies the 
chief local outlet stocking the rem- 
edy. The campaign opened in New 
York, where hay fever is said to be 
more acute than in any other part 
of the country. 


Theta | Te Up 
For Advertisers 
Is Inaugurated 


New York, Aug. 30. — Advertisers’ 
Distributing Corporation of America, 
with offices at 247 Park Ave., has 
been formed here to exploit a “new 
method of merchandising through 
theaters.” 

The president, S. G. Bialac, has 
headed a screen advertising firm in 
the Middle West for 15 years. He is 
assisted in the management of the 
new enterprise by Roy Whittaker 
vice-president, who has been promi- 
nent in the theater business in and 
around Kansas City. 

As partieipation of national adver- 
tisers in groups of ten is obtained, 
Advertisers’ Distributing Corpora- 
tion of America will sponsor ‘“Na- 
tional Advertisers’ Week” in all 
chain neighborhood theaters in any 
desired sales zone. 

The plan includes advance promo- 
tion of the event by theaters in the 
same way they promote a feature 
picture. Manufacturers and dealers 
whose merchandise will be featured 
during the week may place tie-in ad- 
vertising and promotion. 

Every patron of the theater during 


Washington, D. C., Aug. 30.—Add- 
ing to the advertising of national 
parks being carried out on postage 
stamps, the National Park Service 
has ordered a series of posters, de- 
clared to be “spectacular” in brown, 
yellow, red, black and white. 

Officials of the National Park 
Service said the posters are to be 
placed in post office lobbies, in gov- 
ernment buildings. railroad stations 
and elsewhere. 

There are six different designs. 
An initial order of 5,000 of each has 
been produced. The posters are the 
work of Dorothy Waugh, of New 
York. 

This is the first time that the Serv- 
ice has officially adopted this form 
of advertising, but considerable en- 
thusiasm exists for the effort and 
hoped-for results. 

Three sets of the posters will be 
sent to the Tel Aviv Museum in 
Jerusalem, for exhibition. 


Lord & Thomas, S. F., 
Make Staff Changes 


In addition to enlarging its office 
space, the San Francisco branch of 
Lord & Thomas has acquired the fol- 
lowing people: 

McCulloch Campbell, formerly with 
Erwin, Wasey & Co. in San Francisco 
and Los Angeles, as office manager 
and head of the media department; 

Robert P. Crane, who has been 
with L. & T. in Los Angeles, Chicago 
and New York, as copy chief and 
member of the plan board; E. P. 
Ferry, Francis Woodworth and Ford 
Sibley as copywriters; 

Jack Fagan, recently member of 
the advertising department of the 
Emporium, S. F., department store, 
assistant art director; and as assist- 
ants in the marketing research de- 
partment, Harold W. David, John W. 
Eggers, and Hamilton Von Breton, 
who will work under Stanley E. 


take the Kodak cheaper and more |an expression of his deep regret over |sonal driving force but the mo-|the week will receive a package con-| pjymb, marketing specialist for the 
47 *rviceable to its growing army of|the untimely death of Mr. Jones|mentum he gave it survives.” taining a sample of the ten products | Pacific coast. 
Intimate Talks 
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small fraction is a larger number of persons than all other 
public means of transportation bring into the loop combined. 


The Incessant Daily Repetition of Street Car Advertising 
Has Proved the Shortest and Surest Path to Leadership 
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PHOTOGRAPHI 


W. S. McLean, advertising manager, and W. A. Fisher, president of 

Fisher Body Corporation, shown with the four winners of $5,000 

scholarships in the 1934 Fisher Body Craftsman's Guild competition 

at the banquet in Chicago last week at which winners were 
announced. 


Campbell Box & Tag Company, South Bend, Ind., produced this 
attractive container and display piece for Bendix Brake linings, a 
hard-to-package product. 


PAPER BAG USED AS CONTAINER FOR WHISKY 
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American Bakeries is currently using 700 of these 24-sheets in the 

South, through James A. Greene Company, Atlanta. They are 

unique in that there is no copy. Fidelis Harer, Chicago, made the 

direct color photograph for the poster, which was executed by Ed- 
wards & Deutsch, Chicago. 


REVIEW OF THE WEEK 


CHEVROLET MAKES ADVERTISEMENTS OF ITS DRIVEAWAY TRUCKS 


Cars must be hauled from the factory to dealers, so Chevrolet Motor Company has decided to make it; 
new enclosed driveaway trucks do an advertising as well as a hauling job. 
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Remember that giraffe battle that 

raged in these pages a couple of 

years ago? Here's the current 

version, running in Minneapolis 

under the auspices of the Ford 
dealers. 


(Left) Unusual paper bag, product 
of Union Bag & Paper Corporation, 
which is now being used by Sea- 
gram's as a wrapper and carrying 
case for its beverages. It was first 
introduced in New England. 
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if it must be war, let's make it a good one 
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GENERAL TIRES 
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GURLEY-LORD TIRE CO. 
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This six-column newspaper adver- 

tisement run in San Francisco pa- 

pers recently over the signature 

of the local General tire dealer, 

is typical of the copy which has 

appeared in half a dozen cities 
for this tire. 
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DEBUTANTES IN RED CROWN COPY 
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FOUR ROSES WHISKEY owe 
viclot in n big lasle lourmament! A. 


One of an interesting series of photographs of society girls being 

used in copy in Chicago suburban magazines by Standard Oil Con- 

pany of Indiana, marking an altogether new technique by this com- 

pany. Frances Canfield is the model here. Photo by Underwood & 
Underwood. 
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WSTIN SERVES 
AS INTERPRETER 
OF NEW TRENDS 


lew Campaign Shows In- 
dustry Road to Profits 


Cleveland, O., Aug. 30.—Happy is 
the advertiser who can gear his 
sory to the swift march of events, 
interpreting them so clearly that he 
darifies the mental processes of in- 
dustrial executives until finally they 
ge eye to eye with the man or com- 
pny acting as commentator. In 
such a case, sales become inevitable, 
with the advertiser and his pros- 
pects joining hands to reach a com- 
mon objective. 

This has been the experience of 
the Austin Company, engineers and 
builders for industry, whose publica- 
tion and direct mail campaign, em- 
bracing this principle, has, to quote 
an executive, “brought an amazing 
response.” 

The outstanding events of 1934, of 
course, have been the fast-moving 
drama at the nation’s capital and the 
Century of Progress in Chicago. In- 
dustrialists have endeavored to chart 
their courses in the ight of events 
at Washington, while not failing to 
note the panorama at Chicago, fore- 
casting new desires, new methods, 
new Ways of making profits, and a 
new temper of the American people. 


Modernizing the Product 


In translating these developments 
into a story that would interest in- 
dustrial executives, the Austin Com- 
pany perforce had to redesign its 
“product” from time to time. It 
found, on the other hand, that many 
of the pronouncements from the 
“brain trust” fitted as if tailor-made 
into the belief of its own engineers. 

Austin has long been preaching 
the story of “undivided responsibil- 
ity” and “merger of design, engineer- 
ing construction and equipment un- 
der a single contract”; advance 
tlarantee of low total cost; 
quality 
ship; lower production costs and 
other features. 

In its 1934 campaign, it is also ad- 
Yocating many methods whose prac- 
ticability has caused many a round- 
table debate at conferences of indus- 
tial executives; plants capable of 
Wrofitable operation at fractional ca- 
pacity; better results im less floor 
space: possible change of base of 
eration, to benefit from new or 
‘loser raw material sources; for 
Manufacturers who have depended 
upon outside sources, profitable pro- 
luction of their own parts, ingredi- 
*tts, ete., where expedient. 

Furthermore, taking its cue from 
the architecture in evidence at A 
Century of Progress, Austin Com- 
Many has re-emade some of its stand- 
‘td buildings to conform with those 
Yhich have created such a deep im- 
Wression at the fair, now offering 

dlants which are not merely highly 

‘ficient from the production view- 

Yoint, but whose exteriors guaran- 

'e this fact. 

Current advertising not only fea- 

‘res these attractive buildings, but 

tables buyers to visualize advances 

; ‘this field by showing the plants 

1904, 1914, and 1924. 
In addition to advertising in Auto- 
Motive Industries, Business Week, 

*ramic Industries, Food Industries, 
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SURVEY SHOWS 
BEST INTERNAL 
SALES SET-UP 


EAA. Reports on Sales and 
Advertising Relationship 


Chicago, Aug. 30.—Separate sales 
and advertising managers, each hav- 
ing assistants and each reporting to 
a general official, are regarded as the 
ideal set-up for industrial organiza- 
tions by 66 advertisers queried by a 
research committee of the Engineer- 
ing Advertisers’ Association, Chi- 
cago, in a study of “The Relation Be- 
tween Sales and Advertising Depart- 
ments.” 


Other Views Expressed 


A smaller number, 34, regarded a 
general sales and advertising man- 
ager, with an assistant sales man- 
ager and an assistant advertising 
manager, with the two latter direct- 
ing the work of their respective de- 
partments, as the perfect arrange- 
ment. 

A sales manager with an adver- 
tising assistant was favored by 19 
companies. 

The question of the ideal system 
was only one of 16 asked by the com- 
mittee. The National Industrial Ad- 
vertisers Association sponsored and 
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thas ‘s conditions demand, 
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tage of tow cost stumlantized eon- 
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We 


designed in the modern tremt this new flexible, standard type of plat offers management the greatest leeway tor the planning of moderr 
laseuts. for the installing of the newest types of eqpnigement, 


aud for the introdaction uf new mavufacturing processes. 


teslay mere ime 


ing te the werd “construction.” 
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— e - A complete organization like braces ~~ lavout, design. engineer- 
nerease, Steet production mote Austin with sear of international — ing. comtruction and ¢ eqpapment — 
than doubles for first faur — building expericnee is a position all grouped amicr the term “Un, 
wanes. Marhine tant erderateus te affer the improsements that te divided Responsibility”... yet se 


organized that the same cagineering 
shill is apphed tosingle industrial 
structures as to lavont, engineering 
aud building a complete new plant. 


Austin now pre- 


possible advan Whether von contemplate’ an ad- 
ditt te sour present plant, the 
building of new Caidinen ue an en- 
tirely new plant in a new lowation 
.. How or atans tine in the future, 

a comsoltation with Austw Engi- 

>» peers will be adyantageams to son. 


of the Austin Company, as modern in appearance as the 

ha Bo it is designed to promote to industrial executives, makes a 

broad appeal to the capital goods group to start wheels moving 

with a building and remodeling program much needed within the 
aay. 


able to non-members at 50 cents a 
copy. 


Ask Leading Questions 


’ Some of the other questions clari- 
fied by the report indicate the value 
of the study: 

“Are your sales and advertising de- 
partment operated as separate units? 

“Does the sales department enter 
into the setting up of the advertising 
program? 

“Is advertising appropriation based 
on a percentage of sales? 

“Is this percentage fixed, or does 


it vary? 
“If it varies, does advertising 
manager’s recommendations carry 
weight? 


“Is advertising department under 
the sales department? 

“Whom does advertising manager 
report to? 

“Ig sales promotion considered part 
of sales or advertising?” 


Draws Conclusion 


The conclusion drawn by the com- 
mittee from the replies to these 
questions was that most advertising 
departments function as part of the 
sales department even when they are 
set up as separate organizations, and 
that advertising and advertising de- 
partments are generally considered 
supplemental to sales activity. 

The great amount of interest in 
the subject was forcefully  regis- 
tered by the extent of the comment 
accompanying the returned question- 
naires. One said: 

“We do not believe in ‘water-tight’ 
separation of sales and advertising 
departments with each reporting 
separately to a general manager. We 


published the report, which is avail- | 
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N.LA.A. Conference 


Perfected; 


Cincinnati Is Ready 


Cincinnati, O., Aug. 31.—The Cin. 
cinnati Association of Industrial 
Marketers, under the direction of its 
dynamic leader William E. McFee, of 
The American Rolling Mill Company, 
Middletown, O., awaits Sept. 20, when 
for three days it will assume the 
role of host to the country’s leading 
industrial advertising executives who 
will gather here for the 12th annual 
convention and conference of the Na- 
tional Industrial Advertisers Associa- 
tion. Cincinnati entertained the or- 
ganization in 1929 and all indica- 
tions are that the 1934 conference 
will eclipse the boom-period meeting, 
the most successful ever held. 

The great interest and enthusiasm 
being shown in the forthcoming con- 
ference centers around the theme of 
the meeting, “Making the Most of 
Reconstruction Opportunities.” The 
men responsible for promoting the 
huge capital goods industry of the 
country through various forms of ad- 
vertising have in the last few years 
been confronted with the greatest 
task ever faced by any division of ad- 
vertising. In their meeting here late 
next month they will review their 
achievements of the passing year and 
counsel for ways and means to attack 
their next problem of pushing sales 
of heavy goods to a normal level and 
advance the return of profitable busi- 
ness operation. 


Richberg to Talk 


That the men in Washington striv- 
ing to speed the recovery program 
fully appreciate the importance of 
and the constructive thought that 
will be expressed and exchanged at 
this meeting of advertising men who, 
because of the nature of their par- 
ticular division of advertising ac- 
tivity, are accustomed to dealing with 
facts and concrete problems, is made 
manifest by the names of the men 
in the van of the government’s fight 


Donald R. Richberg, Recovery Coordina- 
tor of the NRA and close adviser to 
President Roosevelt, will tell the N. |. 
A. A. Conference about "Permanent In- 
fluences of the NRA on Industry.” 


1934 Meeting of Industrial Advertisers Offers 
Many Attractive Features 


Howard F. Barrows, advertising man- 


ager, Austin-Western Road Machinery 
Company, Aurora, Ill., is president of the 
eng le by As is 


on the depression who have been as- 
signed to address the gathering and 
confer with its constituents. 

Donald R. Richberg, director of the 
National Smergency Council, and the 
member of the New Deal administra- 
tion said to be closest to President 
Roosevelt, is scheduled to open the 
main program of the initial morn- 
ing session on Sept. 20 with a dis- 
cussion of the “Permanent Influences 
of the NRA on Industry.” Mr. Rich- 
berg will have an attentive audience, 
as well as one eager to question for 
enlightenment on points to aid it in 
assisting with the recovery drive. 

Another government executive with 
a timely message for industrial mar- 
keters, Claudius Murchison, director 
of the Bureau of Foreign and Do- 
mestic Commerce, will open the after- 
noon session of the first day with “A 
Great Deal—Some of It New.” Other 
members of the Department of Com- 
merce have in recent talks pointed 
to export business as the way out for 
the capital goods industry in getting 
its start back to normal operation. 
In view of this sentiment, Mr. Mur- 
chison’s discussion will be of great 
importance and in full accord with 
the general theme of the conference. 

Other highlights of the opening 
session include a presentation of “An 
Industrialist Views NRA Today,” by 
Alexander Thomson, Sr., president, 
The Champion Coated Paper Com- 
pany, Hamilton, O., and president of 
the Ohio Chamber of Commerce. Fur- 
ther discussion of the NRA from other 
angles will be covered by the sub- 
jects “A Hard Boiled Look At NRA” 
and “What An Economist Sees In 
NRA,” scheduled from speakers un- 
confirmed at this time. 


Program Is Complete 

Building the program and securing 
speakers to handle the selected topics 
has been under the direction of Greg- 
ory H. Starbuck, industrial advertis- 
ing manager, General Electric Com- 
pany, Schenectady, N. Y. Due to 
vacations Mr. Starbuck has been de- 
layed in getting acceptances from 
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several business leaders to handle PROGRAM DIRECTOR answer “Why Is Carborundum on CHIEF DIRECTOR 
Bi some of the subjects now appearing the Air?” Immediately following COM M ITTEES T 
— : on the program as unassigned, but him Chester H. Lang, manager pub- 
he is confident the entire list as orig- licity department, General Electric 
inally outlined and approved by the Company, and president of the Adver- REPORT ON MANY 
general conference committee will be tising Federation of America, will 
filled as planned. hold forth on a very pertinent sub- 
On the afternoon of September 20 ject, “It Pays to Continue to Ad- 
R. O. Eastman, president R. O. East- vertise.” PIC TUDIED 
man & Co., New York, an organiza- Closing the second morning session 
tion devoted to the development of s one of the extremely important —_ 
effective selling policies and methods, features of the conference, “The ’ 
based on competent study of the busi- Check Chart,” which will be con- W | | | Release Wealth Of Sats 
ness and its market, will discuss lucted by R. Davison, manager mar- ‘ 
“What Will Industry Buy?” He will ket development division, The New Data for Advertisers 
be followed by an open discussion of Jersey Zinc Company, New York. The 
profits from market analysis led by exchange of ideas which will mark 
Roland G. E. Ullman, advertising and his free discussion of industrial ad- Chicago, Aug. 30.—The  tremep. New 
marketing counselor, Philadelphia, ertising practice, alone promises tc dous amount of work done by re. bs ra 
and chairman of the Capital Goods »e worth the trip to Cincinnati. search committees of the various . i 
Committee of the N. I. A. A. Another equally practical and in chapters of the National Industria) ont | 
Two of the papers to be presented ormative session will take place or Advertisers Association under the a aa 
under this discussion are “How Mar- he afternoon of the second day wher Girection of the acsomiation’s actiy ol t 
ket Study Furnished a Boot Strap,” awards will be made for the three * ties committee headed by Gregory oot es 
by Alexander R. Grant, president, prize-winning campaigns selected — Bad Sgt: H. Starbuck, General Mectric Com does n¢ 
Moore Corporation, Joliet, Ill., and from those on exhibit by vote of the re EES | pany, Schenectady, N. Y., will be re in ger 
“An Ounce of Prevention Is Worth! 6 1 Bete thet of members in attendance. Those whose| William E£. McFee, publicity division, vealed by their reports to be made “a sles 
A Pound of Cure,” by Gregory H. in * yo if Ele ral acver- | exhibits win the prizes for the best| American Rolling Mill Company, Mid- oe the Cinetanett contevence, Sept 
. g manager, General Electric Com- dlet re) . olal N. |. A. | 20-22. Eight chapter activities ang An ¢ 
Starbuck. pany, Schenectady, N. Y., and first vice- (1) advertisements, (2) direct mail, etown, U., general chairman N. |. A. rae Preto tiviti 4 of Ame 
Lang Will Talk president, N. |. A. A., is Chairman Pro- |#2d (3) most complete campaign will A. Conference, = president of the Cin- a ee eer ne rent il 
gram Committee, Cincinnati Conference. | tell the purpose, some of the inter- cinnets Anociation of Industrial Market. | included. oe le 
One of the features of the Friday te: esting steps in preparation, and the ers, who will be hosts to the Conference. The N. I. A. A. activities commit. — 
morning session will be a talk, “What — accomplishments of the campaigns. — ——-------=-= | tee was created at the 1933 annual tacks ; 
Readers Tell Us About Advertise- session Francis D. Bowman, advertis-| The annual banquet will take |tyre are being scheduled by the com- mene | of = pceme way at the some 
ments,” by C. E. Hooper, of Clark-|ing manager, Carborundum Com. | place on Friday evening. Other enter-| pittea of w : SUZECSUON OF The Steering COMMIties ap 
Hooper, Inc., New York. At the same!pany, Niagara Falls, N. Y., will|tainment feat f attracti mittee of which Alex Thomson, Jr. \to assist the president and to review age 
, 7 E 8 ea m 3. Zs itainment features of attractive na-|is chairman. Special events will pro-|and to approve or disapprove poor ing the 
SSS —SSSSSS —= === | vide plenty of diversion for women | gested activities of the association. of the 
who accompany their husbands to the| As a result a majority of the activi. being t 
Queen City. ties of general interest have been the col 
The report of the activities com-|conducted by committees of the lo- of pres 
mittee together with accompanying | cal chapters, the non-chapter activi- to gair 
reports of chapter research com-|ties being confined to those that do 
mittees will be made at the morning | not lend themselves to local com- 
session on Saturday. The subjects to | mittee work. Ther 
be reported on are covered by a| In a special letter to the associa- the em, 
O U es separate story in another column of |tion membership, Howard F. Bar- G. Mit 
this issue. rows, advertising manager, Austin- partme! 
The election of officers and other Western Rosé Machinery Company, “We 
: csoincrls . BEBE Aurora, Ill., president, said: “It is hotog! 
= routine business of the convention t tralize the think- paotos 
will also take place on Saturday. roses pga bhe~daiengaaronatinn Min: order t 
rs | a > ' ing of as far flung an association as fect. w 
Many Plan Exhibits the N. I. A. A. The activities com- Marg 
’ f ; mittee represents what in my opin- rapher 
A highly interesting feature of the |jion is the most important step we so eS 
conference will be the exhibits. They | have taken in that direction in many 0s = 
will offer every industrial advertis: | years.” igual 
ne man an opportunity to see and Many Assist in Work - ao 
study, in one convenient group, the 
campaigns of other companies in| Assisting Mr. Starbuck as chair. thermo 
many different industries. Here he | ™an of the committee were L. H. A. ‘tendon 
may see individual advertisements of | Weaver, The Superheater Company, rages 
special and outstanding character, |New York, W. R. Kort Kamp, Dill & #4 wor 
pieces of direct mail and entire cam-| Collins Company, Philadelphia, Mile ware 
paigns which he will be able to study |E- Smith, Chicago Bridge & Iron § the co 
‘with an understanding of the adver-| Works, Chicago, and Glenn H. Eddy, their fu 
tisers’ objectives. _ Brass age Mansfield, hs — 
re . : rogress, or final reports on the Opy Ww 
PP AB grag Sis unease Hr activities of the year to be made at J  inche: 
Company Middletown O aaiene a ee ag 
er eda oks Jeipiec ‘ lease a wealth of material for the the mos 
of the exhibits committee, has al: | industrial advertising executive and be used 
nounced a large number of exhibits will include the following subjects: ing effe 
have already been entered in the “Collective Catalogs.” Objective: This 
prize contest. (1) To determine the principles @ started 
Allan E. Beach, advertising man-| which underlie sound collective cata- necessa) 
Above: Clipping from ager, Littleford Bros., chairman of | log procedure; (2) to provide the in- swingin 
Chicago Tribune, Au- the registration committee, on the|dustrial advertisers with  funda- and ee 
oon Ss. Eee View basis’ of reservations already at|mental information regarding collec @ chain 
haas, feed Water /hand, predicts a record breaking | tive catalog practice and procedure, BH joan ca 
Company. |attendance for the conference. ‘through the use of which he may | 
eee intelligently determine the collective E 
i 7 catalogs (and/or certain principal The c 
7 Industrial Editors trade directories) best suited to his lb one 
LANS for doubling the power facilities way to present your sales messages to the individual needs. Conducted by the @ can jar, 
. : : i Technical Publicity Association, J...) 
of the Ford Motor Company’s River men who buy or specify the boilers, stokers, old to Get Closer New York, H. L. Fisher, Rickard & ee 
Rouge plant indicate the active movement turbines, engines, piping, pumps and other To Their Readers Co., chapter committee chairman. edged 1 
now under way to enlarge or rehabilitate equipment required for these power plant ane menue Pee : ge 
industrial power plants. . : Chicago, Aug. 30.—Harry B. Rut-| “Industrial Advertising Budgell. onvine 
improvement programs. ledge, executive secretary, National Objective: (1) To determine 4 that the 
More than forty million dollars will be Qditorial Association, addressing | ?®!8_ for calculating industrial - lith« is 
f P ee : a meeting of the Industrial Edi- vertising budgets; (2) to break ‘iia 
expended for expansion or modernization The 19,031 important power plant men tors of Chicago on “Frozen As-|@0Wn the industrial advertising dol om pre 
in the twenty-nine power plant programs who read and rely on POWER PLANT sets of House Publications,” told |! by essential items. Copeusie® “ he As 
: ; Ee 3 : ’ them in order to do a good job they |the Engineering Advertisers ane Beta 
described in August POWER PLANT ENGINEERING’S editorial pages for au- should consider the psychology and | “ition, Chicago, Julius S. Holl, Li ta m% 
~AIOTAIE E _ - : ittee include 
ENGINEERING. These programs do not thoritative data on methods and equipment —_| ?'“'"e of their readers, in ae, ae See car , 
, ’ 2 . Ask the readers what they would) « ” Objec- # Drugs 
include the new Ford plant contract. also look regularly to POWER PLANT tes tn sen te tee oon ce ie ge ee og ) 
The advertising pages of POWER PLANT ENGINEERING’S advertising pages for Se nee eee fn Pitt paper advertising copy is scone Industry} 
ENGINEERING offer a direct, economical the very latest buying information. papers should be revised to meet the - sbuseus toate pate i, Ae 
Hare ig of hanged which are dif-|taxing into consideration four buy Ying R 
—~ SSP SN erent from w at they used to be. ing factors—chief active executive. al Rey 
a PN He urged the editcrs to get out into purchasing agent, man in charge of Coffee 
N § the field and talk with the people plant, and designing engineer. Cot Tee 7 
NN N \¥ } N who read their publications to find | gucteg by the Milwaukee Associa 
“= . — out their interests. tion of Industrial Advertisers, BR All 
\= ‘ - In an analysis of the publicity mat-| ery Heuston, Bucyrus-Erie Compa?’ Russe 
ic ter being sent to publishers, Mr.| chapter committee chairman. i Yoted t 
S NS X MRSS Rutledge found 60 per cent of it was| “Marketing of Capital Goods.” © i thera) 
Cie teete 280-10? wasted because it did not carry the|jective: An investigation of pot eny 
-B. C.—A. B. P. pace se — the editors’ view-| nels and methods of cong se ie Narters 
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53 West Jackson Boulevard, Chicago, III. to have real news value. e"(Continued on Page 16) » Chica 
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IMERICAN CAN 
RAISES. LEVEL 
OF COPY, ART 


Sets NeW Standard in Insti- 
tutional Campaign 


New York, Aug. 30.—The relatively 
iow rates of business papers would 
sem to encourage advertisers to 
spend the maximum required for art 
and copy, but the reverse seems to 
nave been the result in many in- 
stances. Copy in the business press 
joes not compare favorably with that 
in general mediums, according to 
the consensus of experts. 

An outstanding exception is copy 
of American Can Company in its cur- 
rent institutional campaign, which 
incidentally, is only one of seven at- 
tacks being made by that big organ- 
zation with business papers as the 
medium. 

The institutional campaign, relat- 
ing the broad story of the facilities 
of the American Can Company, is 
being told in bleed pages exclusively, 
the company feeling that this type 
of presentation is still novel enough 
to gain attention. 


Buying The Best 


There was still another reason for 
the employment of bleed pages. Don 
G. Mitchell, of the advertising de- 
partment of American Can, explained: 

“We intended to use the finest 
photography we could buy and in 
order to get the fullest dramatic ef- 
fect, we wanted bleed pages.” 

Margaret Bourke-White, photog- 
rapher extraordinary, provided the 
pictures, anent which Mr. Mitchell 
remarked that “they are about as fine 
an example of industrial photography 
as we have seen.” He added, “Fur- 
thermore, we were surprised at how 
little more this fine photography and 
bleed pages cost us than the ordinary 
art work we had used previously.” 

Having bought these fine pictures, 
the company proceeded to extract 
their full merit by making plates of 
noble proportions—9 x 12 inches. 
Copy was confined to a panel 5% x 
} inches, which in each instance was 
placed, not where it would demand 
the most attention, but where it could 
be used without destroying the smash- 
ing effect produced by the pictures. 

This series of advertisements 
started by describing the research job 
hecessary in each instance, then 
swinging into the story of the design 
and carrying the reader through the 
thain of facilities which the Amer- 
‘an Can Company has created. 


Establishing Leadership 


The can business, like many others, 
's Che in which advertising results 
an hardly be traced. As Mr. Mitchell 
*xplained, most customers buy from 
American Can because of its acknowl- 
‘dged leadership in the industry in 
‘ts field. There is no doubt, he as- 
‘rte, that this campaign helped to 
oNVince many prospective customers 
‘hat the manufacture of an attractive 
Uthographed can is a far more intri- 
ate proposition than they had real- 
zed and that it had best be left to 
‘he leader and none other. 
Publications carrying the campaign 
‘clude American Paint Journal, 
‘merican Perfumer, Business Week, 
rugs, Oils and Paints, Drug Trade 
“ews, Food Field Reporter, Food 
Mustries, Modern Packaging, Na- 
wnat Provisioner, Nation’s Business, 
wu, Pcint and Drug Reporter, Pack- 
‘Ying Review, Paint, Oil and Chem- 
‘al Review, Spice Mill, and Tea and 
“fee Trade Journal. 


Allen Gets Promotion 
Russell M. Allen has been pro- 
“ted to the position of assistant 
“eral manager of sales of the Alle- 
“ly Steel Company, with head 
“atters at Brackenridge, Pa. He 


’S formerly district sales manager 
* Chicago, 


TELLING THE LIFE-STORY OF TIN CANS 
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AMENICAN CAN COMPANY 


ore 


Striking photographs by the eminent feminine industrial photographer 
Margaret Bourke-White are used in American Can copy. 


Health Seen As 
Copy Slant for 
Air Treatment 


New 
realization that housewives, 
the opportunity to study air condi- 
tioning, heating and ventilating from 
a health standpoint, will influence 


future expansion of these allied in- | 


dustries seems to be the trend of 


thought in these rapidly expanding! 
“It Isn’t the Heat, 


fields today. 
According to one official at a re 
cent exhibition, 


that enlargement of the air condi- 


tioning market must be sought for | 


by enlisting the same type of fem- 
inine interest that has expanded 
sales of certain food companies 


York, Aug. 30.—A _ growing | 
given | 


sales executives in| 
the industries express the thought) 


| classifications into which their prod- 


ucts fall. 

As in the selection of foods, he 
pointed out, the feminine enthusiasm 
for air conditioning must be devel- 
oped on scientific health facts, pro- 
tection of loved ones’ well being, by 
removal of germ bearing dust from 
the air, etc. 

Engineers at their meetings have 
mentioned various studies of air 
conditioning undertaken to gather 
evidence for advertising and sales 
work in this market. 


It’s the Timidity” 
Paraphrasing the well-known com- 
plaint against the weather, Commer- 
cial Credit Company, Baltimore, is 
using this heading on a series of 
trade paper advertisements. 
The company is offering its financ- 
ing service in a number of fields 


which urged housewives to study | where installment sales are standard 


scientific health facts concerning 


practice. 
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ma 1799 LOUIS ROBERT made possible 
the page you are now reading 


To LOUIS ROBERT, a Frenchman who devised the first 
paper making machine in 1799, and to Henry and Sealy 
Fourdrinier, wealthy London stationers who impoverished 


marked the sequel to Robert’s discovery. For with Kleer- 
fect an improvement in paper making again became the 
outstanding factor in increasing the quality and decreas- 


themselves by financing the development of the machine, 
you are indebted for this magazine you are now reading. 
Without machine made paper, there would be but little 
printing and that little would be very costly. 

It was at Dartford in Kent that Bryan Donkin, in 1803, 
constructed for the Fourdriniers the first English self- 
acting machine for producing an endless web of paper, 
guided by Robert’s model—“not larger than a bird- 
organ” which made paper no wider than tape. 


By 1813, Robert’s invention, with improvements by 
Donkin, had cut the cost of paper to one quarter the cost 
of hand made paper and modern printing — printing on 
a large scale at low cost—became possible. In 1933 the 
development of Kleerfect, The Perfect Printing Paper, 


ing the cost of printing. 


First of all, in making Kleerfect, special processing 
eliminates two-sidedness of surface and color for all prac- 
tical purposes and makes printing of uniformly high 
quality possible on both sides. Kleerfect has strength and 
high opacity. It possesses a neutral color that gives proper 
contrast with the greatest number of printing inks and 
types of illustration . . .a non-glaring color that is easy on 
the eyes and permits the maximum true reproductive 


power of one to four colors. 


And yet Kleerfect costs no more than you have paid for 
just ‘printable paper. For examples of printing on Kleer- 
fect,and the name of the merchant nearest you who stocks 
it, please write the Advertising Department, at Chicago. 
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PERFECT PRINTING PAPER 


BAMVFACTUREO UNDER U. 5. Pat mo. 1HIeOte 


ESTABLISHED 1872 


NEENAH, WISCONSIN 
CHICAGO, 8 South Michigan Avenue « NEW YORK,"122 East 42nd Street 


KIMBERLY-CLARK CORPORATION 


LOS ANGELES, 510 West Sixth Street 
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Attend the N.I.A.A. Convention 


The annual conference of the Na- 
tional Industrial Advertisers Asso- 
ciation, to be held in Cincinnati 
September 20-22, warrants the inter- 
est and attendance of all interested 
in the marketing of goods to indus- 
try. As the only association in the 
country devoted to the study of ad- 
vertising and sales promotion in the 
industrial field, the N.LA.A. has an 


important function, the performance | 
of which represents a valuable serv-| 


ice to manufacturers selling to in- 
dustry. 

Because of the substantial im- 
provement in the business of manu- 
facturers of machinery, industrial 
materials and supplies during the 
past year, the attendance at the con- 
vention should be well above previ- 
ous records. The indications are that 
many of the leaders in sales, adver- 
tising and marketing activities will 
be on hand to exchange ideas, and 
that the information which will be 
made available to those attending 
the conference will well repay the 
expenditures of time and money re- 
quired for attendance. 

The N. I. A. A. has been in ex- 
istence for twelve years, and has 
made many valuable contributions 
to industrial marketing. It has been 
recognized by the United States 
Government as the official spokes- 
man of industrial marketing inter- 
ests, and plans for the compilation 


of industrial census figures and 
| other information of interest to those 
| in this field have been guided in 
| large measure by the suggestions of 
|the N. I. A. A. This is only one in- 
dication of the standing of the as- 
sociation and of the value of its work 
in behalf of industrial advertisers. 

The association functions to a 
large extent through local chapters, 
located in most of the important 
cities where manufacturers serving 
|industry are active. While there are 
active local groups in New York, 
Chicago, Philadelphia, Cleveland, St. 
Louis, Pittsburgh, Milwaukee and 
Cincinnati, there is opportunity for 
similar profitable work in a num- 
ber of other centers. Some of these 
will no doubt be represented at the 
Cincinnati meeting and others in- 
terested in participating in this na- 
tional effort for better marketing to 
industry should establish contacts 
with the leaders in this field at the 
conference in the Queen City. 

We believe that the N. I. A. A. is 
emerging into a period of expanded 
| service to its members and the field 
|at large, and we are confident that 
| the advertisers, agency executives 
|and publishers who attend the meet- 
ing will receive more than their 
money’s worth in information, in- 
| Spiration and good fellowship with 
|others engaged in the same impor- 
‘tant work. 


Advertising Influences Industrial 
Sales 


Those responsible for industrial 
advertising have usually been far 
more conservative than advertising 
executives in the general field in 
claiming credit for sales. Because 
the expenditures for advertising of 
capital goods are usually small com- 
pared with the total volume of busi- 
ness, the industrial advertising man 
has in most cases been content to 
give the chief credit to the sales 
organization, and to rest his case 
on the educational work which his 
copy has accomplished in breaking 
down sales resistance,. building up 
prestige for the company-and getting 
a better introduction~ fpr the sales 
representatives. ““ 

However, the need for publicity in 
behalf of industrial goods is now so 
great, as the result of the lack of 
cultivation of many markets during 
the depression period, that we be- 
lieve advertising managers might 
well be more confident and _ spe- 
cific in pointing out sales promotion 
opportunities. Buyers who have 
been without current information 
on industrial products are looking to 
advertising to give them facts which 
will guide them in purchasing, and 


aggressive publicity at present will 
bring more direct results than for a 
long time. 

An industrial advertising execu- 
tive recently had the refreshing ex- 
perience of having a department 
manager urge an increase in ad- 
vertising. He admitted that his 
salesmen were not getting a satis- 
factory volume of business, and he 
ascribed this condition to reduced 
advertising effort, which had re- 
sulted in a smaller number of leads. 
The salesmen, instead of calling on 


much 
plans for this department’s products 
now include more publication ad- 


for the men in the field. 


undoubtedly play a larger part in 
industrial selling than it has been 


fore. Advertising managers who are 
close enough to sales activities to 
have a clear picture of the mer- 
chandising situation will be able to 
plan campaigns that will actually in- 
fluence the placing of a large volume 
of industrial business. 


HELPFUL LITTLE BUSINESS STIMULATORS 


—New York American 


we gotta tear it down again—there's a rivet left over!" 


Finds Story on 
Export Helpful 


To the Editor: I have just seen 
your Aug. 4 issue with the report on 
the export situation among indus- 
trial equipment manufacturers. Your 
article is a worthy one and we have 
gotten extra copies from your New 
York office to send to our staff. It 
is helpful. 

I hope you continue the discussion, 
as I believe export is offering larger 
sales outlets for makers of good prod- 
ucts, suitable for use overseas. 


GEORGE E. QUISENBERRY, 


Editor, El Automovil Americano and 
The American Automobile (Over- 
seas Edition), New York. 


7  F 


Art vs. Photography 

To the Editor: After having read 
in the August 4 issue of CLass & IN- 
DUSTRIAL MARKETING, the enthusiastic 
statement made by the right honor- 
able Henry T. Ewald, concerning the 
“Camera Leads in Industrial Art” 
and the fact that he sees’ photog- 
raphy taking the place of the pen and 
the pencil, I feel inclined to ask him 
if he would consider a meal complete 
each day if he were served with noth- 
ing but potatoes. 

Photography has its place in in- 
dustrial advertising, as does illustra- 
tion, and a statement of this kind, 
coming at a time when the artist has 
difficulty in “carrying on” through 
this period of stagnation, I feel that 
he will awaken to the fact that noth- 
ing can take the place of a properly 
executed and distinctive illustration. 

After all, a soup seasoned only 
with salt will not pass the palates of 
the buyers as would one toned up 
with a touch of PEPPER. 


CHARLES PERRY WEIMER, 
Illustrator, New York. 


. =e 


Coincidence 
To the Editor: We thought we 
would write and call your attention 
to a strange coincidence, which might 
make an interesting item for your 


live prospects, were having to do too | 


cold canvassing. The newW | ing of the Gulf States Steel Com- 


splendid publication. 
This agency prepares the advertis- 


| pany of Birmingham, Ala., who are 
/one of the largest manufacturers of 


Advertising of the right kind can} 


given the opportunity to do hereto- | 


vertising, more sales promotion ef-| steel products in the south. 
fort and better all-around support | 
| 


We prepared for this client for the 
June issue of Welding Engineer a 
page advertisement with the caption, 
“The Show Must Go On.” We thought 
this heading particularly suitable in- 
asmuch as the advertisement fea- 
| tured a fleet of 16 Trailer trucks con- 
structed for Heinie Brothers Shows, 
and in the construction of which 
tulfsteel No. 4 Red Electrodes were 
used throughout. 

To our amazement upon looking 
through this June issue of Welding 
Engineer, we found upon page 14 


“Voice of the Industrial Advertiser 


another advertisement advertising 
welding rods, and headed identically 
like our advertisement, “The Show 
Must Go On.” 

We do not know the agency who 
placed this other advertisement. The 
account was Revere Copper and 
Brass. 

We are sending you a copy of the 
June issue of Welding Engineer in 
which these two advertisements ap- 
pear. 

B. E. Wyatt, 


Johnson-Dallis Company, 
Atlanta, Ga. 
vgyv¥#ssey? 


How Industrial 
Publishers Can Help 


To the Editor: Industrial publica- 
tions could improve their promotional 
material by giving more complete 
and detailed data on the potential 
prospects in the field they are cover- 
ing, first, by the number of plants, 
and, also, by the potential number of 
individuals who should or could 
properly be reached by that publica- 
tion in each plant. 

Industrial publications would tell a 
more convincing story than they are 
telling at the present time if they 
would show how many plant units, 
classified on the basis of size and 
other factors, are existing in the in- 
dustry and then show how many dif- 
ferent units are actually being 
reached by their publication. 

This does not mean that we want 
the usual type of “statistics” which 
say, for example, “there are 3,000 
different plants in the industry and 
that circulation is 2875 copies, there- 
fore, we cover 95.8 per cent of the 
industry.” Analysis often shows that 
a considerable portion of the circula- 
tion overlaps in the same plant or is 
sent to other subscribers who are not 
actual prospects or engaged in the 
industry which the publication is 
supposed to cover. 

Furthermore, I believe that indus. 
trial publications should be in a posi- 
tion to set up some accurate classi- 
fication of potential readers on the 
basis of the position they are hold. 
ing in the plants or on the basis of 
influence upon specifying and buying 
and that it should be possible for 
these publications to show exactly 
which one of these classifications is 
being reached. 

I do not believe that it is possible 
for publications to provide advertis- 
ing agencies or advertising depart- 
ments with market data showing 
sales opportunities as specifically ap- 
plied to any particular product. 

After all, a study of a specific mar- 
ket in the light of the sales oppor- 
tunities for a specific product is the 
job which must be done and paid for 
by the advertiser and such studies 
must be made in the light of the 
specific selling problems existing at 
any one time. 

I believe that an industrial pub- 


Informatio 


for Industria 
Advertisers 


The following documents may } 
secured without charge by ap 
advertiser or advertising agencw 
from the publishers sponsoring ther 
or through ADVERTISING AGE, 


109. Behind the Scenes with Stee 

The well known Cleveland pape 
has begun publication of a four-page 
pamphlet in handy size “to fostes 
among its readers a better under 
standing of its editorial objectives 
policies and functions and to assigft 
these readers to obtain greater valyeg 
from their use of the weekly issues 
of Steel.” The little paper, however 
will be as interesting to advertisers 
as to readers. 


101. Steam Plant Practice in th 
Meat Packing Field. A report of ap 
engineering conference for the dis4 
cussion of trends in the design andj 
equipment of steam plants for thes 
production of steam for processing 
and power purposes. The National 
Provisioner, Chicago. 


124. The Mill and Factory Methoay 


A colorful and graphically illus-§ 
trated explanation of the uniquel 
means whereby Mill ¢ Factory i 
tains and maintains a circulation off 
the currently active buyers of indus-§ 
trial plant equipment and supplies, 
by enlisting the mill supply distribu ™ 
tor as its circulation manager to con-§ 
fine subscriptions to the actual buy-J 
ing influences in the modern indus. 
trial plants. 


111. Gasoline, Motor Oil and Grease 
in the Food Field. 


Food manufacturers operate 517,0008 
motor trucks, or 15 per cent of all®J 
registered, this survey by Food In§ 
dustries reports. These trucks con- jj 
sume 620 million gallons of gasoline, @ 
18 million gallons of oil and more™ 
than 6 million gallons of grease every# 
year. The survey devotes consider: 
able attention to an analysis of buy-@ 
ing responsibilities in this field. 


lication can only be expected to sup- 
ply accurate statistics about the num- 
ber of units, the size (on the basis 
of the number of employees per plant,§ 
horsepower, output or other factors 
whieh are significant in that particu- 
lar industry) the prevailing type of 
organization from the viewpoint of 
specifying and buying influences, and 
where it may have significance, the 
types of operations used particularly 
from the viewpoint of the organiza- 
tion structure by departments and@ 
manufacturing functions in the inj 
dustry. 5 

If such statistics are collected andy 
tabulated without bias and without 
any attempt to prove any particular 
case, but simply as factual informa-§ 
tion, then I believe it becomes the 
duty of the advertiser or his agents 
to apply these facts to the particular 
problem of the advertiser and to sup 
plement these facts with specific 
studies affecting the problems and 
products of the advertiser. 

There is perhaps one other service 
which publications could render con 
sisting of accurate and factual infor: 
mation on trends and movements 
within the industry affecting its pur 
chases. These may be regarding 
legislation with reference to requif 
ing installations of specially dq 
signed equipment to meet govern 
mental or other standards or othel 
matters of this type indicating 
changed attitude on the part of thé 
managements in that industry. 

Here again failure on the part 0 
many publications is due to the fact 
that data presented by them are DOW® 
factual but are prepared in an at 
tempt to make a case which, ind 
dentally, in many instances has ® 
application to the advertiser's Pa 
ticular problem and does more har™ 
than good. 


Rupotr W. STAUD, 
Sales Promotion Manager, Ben 
jamin Electric Mfg. Compat 
Des Plaines, Il. 
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ADVERTISING AGE 


How Smaller Company 
Keeps Its Fingers 
on Sales Pulse 


By J. M. JEWELL 


Advertising Manager, Reeves Pulley Company, Columbus, Ind. 


HE value to sales management 
of accurate information on trends 


grouped into twelve general head- 
ings as follows: Mining, Public 


jn sales and in the development of 
markets is incontestable. It is im- 
portant to know where sales effort 
can be expended to bring the great- 


Utilities, Public Works, General Con- 
struction, Process Industries, Food 
Industries, Metal Refining, Metal 
Working, Textiles, Wood Industries, 


est return. 


fron. other markets. 


So valuable is information of this/e. g., 


It is important to know 
what industries should be given spe- 
cial attention through advertising or 
whether advertising should be with- 
drawn, permanently or temporarily, 


Miscellaneous Industries and Other 
User Sales. 

In the “re-sale” market 35 markets 
were listed under two broad classi- 
fications: (1) manufacturers of ma- 
chines used in specific industries, 
mines, paper mills, canning 


sort that all large manufacturers 
maintain elaborate research divi- 
sions or employ the market research 
counsel of advertising and mer- 
chandising agencies. The fact that 
these services are costly has tended 
to restrict their uses and advantages 
io the larger companies. Yet, the 
smaller manufacturer need not de- 
prive himself of their benefits. He 
may derive the same advantages as 
his large colleague in industry from 
careful marketing studies without 
prohibitive expense. 

A typical instance is offered in the 
plant of a Middle Western manu- 
facturer of variable speed control 
equipment. The products of this 
company are used in practically 
every branch of modern industry. 
In addition, many manufacturers of 
production machinery of all kinds 
incorporate the equipment of this 
company in their own products as 
standard equipment. There are thus 
two distinct groups of markets to 
consider. 

In studying these markets there 
were two objectives to keep in view. 
One was to determirie the trend in 
markets over a representative pe- 
riod of years as a guide to adver- 
tising and sales promotion work; 
another, to break down these sales 
figures by sales districts or territo- 
ries and on the basis of these records 
to submit reports and recommenda- 
tions to managers of various terri- 
tories. 


Get Complete Picture 


The period to be covered by the 
survey was designated for 1928 to 
date, in order to cover both normal 
and depression as well as recovery 
years, thus giving a true picture of 
developments and trends. Under su- 
Pervision of the sales and advertis- 
ing manager, the clerical work in- 
volved was done by an assistant. 

This consisted in transcribing to 
1x7 cards the desired information 
from the company’s invoice files. 
The information specified was some- 
what elaborate, but provided basic- 
ally for (1) name and location of 
customer, (2) classification into di- 
rect user or re-sale (standard equip- 
Ment) market, (3) classification as 
tS (4) net selling 


‘S sales territory, 
price of equipment sold. Other in- 
‘ormation, as to size and type of 
‘quipment and use to which it was 
but, ete., was recorded in many 
tases, by consulting other records, 
but was not used in summarizing 
the results of the survey. 

In some companies, customers and 
Prospects are considered in geo- 
= ical groups or size groups. We 
fave found that a more successful 
method is to study and work pros- 
pects and customers by grouping 
fhem in broad industrial classifica- 
tions. In indicating this classifica- 
lion, the greatest care must be exer- 
Cised. This is important in order to 
Bet a true and undistorted picture 
f markets. Any carelessness may 
invalidate the entire survey. 
: method followed in this sur- 

rey classified industries along the 
ines followed in the U. S. Depart- 
‘ent of Commerce in its Market 
ata Handbook, with some modifi- 
ations to meet individual require- 
lents in this case. 


Thus, under the 
‘lassi ic 


“user” 


plants; (2) manufacturers of ma- 
chinery used in specific groups of 
industries or in industry in general, 
e. g., machine tools, conveyors, 
chemical plants, stokers, etc. 


Simplifying the Task 


For convenience in _ indicating 
these industries on the cards, code 
numbers were assigned each indus- 
try and also the 30-odd sales terri- 
tories into which the United States 
and Canada are divided by this 
company. 

The clerical work involved in this 
task was necessarily rather slow 
and required several months. Fre- 
quent reference had to be made to 
industrial registers for listings of 
products. Many decisions had to be 
made in regard to the final classi- 
fication of many manufacturers who 
manufactured a wide range of prod- 
ucts. To assist the manufacturer in 
making such surveys accurately, the 
McGraw-Hill Publishing Company 
has prepared an index of industry 
classifications listing the many prod- 
ucts manufactured in the industries 
as grouped by the Market Data 
Handbook of the Department of 
Commerce. 

When the clerical job was finished, 
the cards were carefully arranged 
into territorial sections, all cards for 
a given industry being grouped to- 
gether. 
sales (in dollars) to each industry 
in each territory were then recorded. 
These figures were then translated 
into percentages of total sales both 
for the entire company and for each 
sales district, and recorded in per- 
manent form. 

The company now had before it 
a complete and accurate picture of 
the behavior of its markets from 
1928 up to date. Many interesting 
facts were revealed. It was discov- 
ered, for instance, that sales to an 
important food products industry 
justified special sales and advertis- 
ing effort. This condition was called 
to the attention of representatives 
in territories where this industry 
was especially active. Again, of the 
35 “re-sale” markets sold, it was 
found that 12 of these accounted for 
85 per cent of all sales over the six- 
year period. 

Apparently, these 12 markets mer- 
ited special attention to protect 
them from competition and to con- 
solidate the gains already made. 
During the period covered, many in- 
dustries had declined as markets 
while others such as brewing and 
distilling had assumed a position of 
great importance. All these facts 
and many more were carefully 
weighed and considered in the form- 
ulation of sales and advertising poli- 
cies, resulting, in many cases, in 
complete re-alignment of media and 
methods. 


Using the Figures 

Following this, reports, completely 
documented with the results of the 
survey, were made to branch man- 
agers, giving pictures of the sales 
histories in the various territories 
which were often entirely new. No 
attempt was made to criticize show- 


market | 
ation, about 75 markets were | 


|ings as compared with the volume 
/of the company as a whole for any 
| particular industry, since it was 


tions existed of which no report 


realized that many special condi- 


On work sheets the total | 


ABOUT RADIO 


eration and the response of the rep- 
resentative invited. Many territories | 
which had depended for their vol- | 
ume on a few industries which were | 
now unusually depressed, found new 
business in undeveloped industries— 
industries which had been over- 
looked or neglected during good 
business years. 


About this time, too, a system of 
sales control was set up embracing 
the use of written records of a pro- 
jected six-months sales program by 
representatives. The home office | 
supplied each salesman with tripli- 
cate forms (one to be returned to’! 
the home office) known as Assign- | 
ment Sheets, on which proposed | 


less complex business’ structure 
should lend itself more readily to a 
study of its markets—their history 
and probable future. Usually, this 
study can be undertaken and con- 
ducted entirely by the present sales 


'organization and need not entail the 


setting up of an elaborate and ex- 
pensive “bureaucracy.” 

Naturally, methods 
must differ for each 


and set-ups 
case, but the 


| benefits to be derived justify a little 


study of the most desirable method 
and great care in the conduct of 


|the survey. 


“Electrical World” 


calls for the period were to be listed | 
by months. 
At the end of each month a check- 


Now Fortnightly 


Electrical World, New York, which 
has been issued as a weekly, became 


from the 


Francis D. Bowman, advertising man- 
ager, The Carborundum Company, Nia- 


up of the month’s calls was made | fortnightly with its September 1 
home office, 


salesman’s call reports on file, and 
delinquent calls were brought to his 
attention. This resulted in more In- 
tensive cultivation of worth-while 
accounts and prospects, 


using the|jssue. It will be published every 
other Saturday from that date. 

The McGraw-Hill paper has issued 
a new rate card. 


since only 


gara Falls, N. Y. will tell the N. 1. A. A. 


the most active were assumed to be 


Salditt Promoted 


Conference 
the Air." 


made at a distance could take ac- 


count. 
Certain suggestions were 


certain facts pointed out for consid- the smaller — 


"Why Carborundum Is On 


made,|be considered outside the realm of 


listed on the Assignment Sheets. 

Of course, there were many rami- | 
fications of these policies which | 
have no place in an article of this 


successful market analysis need not 


wee 


Frederick Salditt 
pointed manager of the export divi- 


i 
sort. But it should be apparent that | canwaiiien 


By Harnischfeger 


has been ap- 


of Harnischfeger Corporation, 
manufacturer of indus- 


trial and contractors’ equipment. 
Mr. Salditt has been with the com- 
In fact, the | pany for many years. 


Volume Purchases in « a Compact Industry 
Mean Low Sales Expense! 


MEAT — 


a PACKING 


bay na ae 


All Others 
Food Fiel 


COST OF MATERIALS, 


d 


EQUIPMENT AND SUPPLIES 


All Others In 
Food Field 


NUMBER OF PLANTS 


Only 5.3 per cent of all of the plants in the food field are in 


the meat packing and allied industries 


yet they account for 


37.1 per cent of all materials, equipment and supplies purchased! 


Every day the industry spends MILLIONS OF DOLLARS for 


materials, equipment and supplies. 


Every day the industry 


places thousands of orders with manufacturers whose products 
are required for efficient operation of the 2586 plants in the 


field. 


The meat packing and allied industries compose a compact 
market which can be cultivated with minimum expense and 


maximum results. 


This is a progressive, alert industry that 


is rapidly modernizing power generating, operating, process- 


ing and manufacturing facilities. 


And it is a responsive indus- 


try, an industry that is following closely the editorial sugges- 


tions of THE NATIONAL PROVISIONER. 


Make your advertising and sales promotion dollar bring maxi- 
mum results from the great meat packing and allied industries 


—use THE NATIONAL PROVISIONER! 


Let us show you the 


direct, effective methods of getting more business from The 
Nation’s First Industry! 


407 S. DEARBORN STREET 


1031 S. Broadway, Los Angeles 


we a aul dh Or TWE 


Meat Packing llied Industries 


CHICAGO 


TIONAL 


—Provisioner— 


ly 


300 Madison Ave., New York 
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CONTRAST IN WIRE ROPE COPY 


FRANK QUESTIONS 
about WIRE ROPE SEIZING 


$] ORY OLD IN 1. WHY DO ARTISTS HATE TO PrcTURE IT? 
2. WHY DO SOME MANUFACTURERS HATE TO PICTURE IT? 
3. WHY DOESN'T TRU.LAY etQuime iT? 
7 
Everyone who has ever rede an-preformed wire rope kr 
cut, @ requires se 4 ee he han manu roto 
rope shyw illustrat s 2. er ' talogs aAher 
7 one t gs are “eyesor ° artust ho pr ‘ 


LWHY DO ARTISTS HATE TO 3 WHY DOESN'T TRU-LAY 
G3 PICTURE SEIZING? 


American Cable Blazes Trail) Sf2=:=s—: = 
for Licensees ee ae 


ae) 
Oni 
wour ropeina 
a vise 


New York, Aug. 30.—Wire rope in 
days gone by may have been just 
wire rope, but today it is the subject 
of several intensive advertising cam- 
paigns in industrial papers with vig- 
orous copy marking its presence. All 


2. WHY DO SOME MANUFACTUR- ["!) A" tclewerrw see the om proving ws a panes . 
ERS HATE TO PICTURE SEIZING? «» . fa aime: aa bs 
WireRope 


. > — n 2 , ’ ‘ 
Pe, nian eee hag ing hy Wickwire Spencer ° 
y—- : aa: 
the excitement centers around a prac- 


Gh, Ss : 
a v ont “ mits 
GE op 
tice of performing the strands of 


TRU-LAY Geeformed: 
wire that make up the cable and the | jyitia] copy of the new American Cable Company campaign to estab- 
American Cable Company is mincing | ii) preformed wire rope manufactured by practically all makers of this 
oo ata — ge resample a product under the American company's patents is given a vigorous 
aie eo rope. | treatment in contrast to other wire rope copy now appearing. 
The first piece of American copy | = — ae ones! Wameanene EE 

of the aggressive nature broke last | Quarry and Rock Products. 
month in Construction Methods, En-\the ground work for subsequent|It? (2) Why Do Some Manufac- 
gineering News Record, Manufac-| pages, a bold heading featured “3 turers Hate to Picture it? (3) Why 
turers’ Record, Mill & Factory, Oil) Frank Questions About Wire Rope| Doesn’t Tru-Lay Require It? 

and Gas Journal, Oil Weekly, Pit &| Seizing,” followed by the questions 


Wire Rope 


— 
Product Engineeri 
reader and get. 
ORDERS for | 
CARLOAD L 


OTS 


RUCK manufacturers, 
for example, buy parts and 
materials in huge quantities. 
One manufacturer’s monthly pur- 
chases of just a few items (see table) 
fill six times the number of freight cars 
shown in the photograph. 


Here’s a sam ple of what one well- 
known truck manufacturer purchases 


; every month: 
This is only one of many groups of manufacturers : 


reached through advertising in Product Engineering. 
This magazine serves the makers of machinery and 
“engineered” metal products, ranging from adding 
machines and household appliances, up to the heavier 
products like automobiles, power shovels, machine 
tools, etc. 


Gears .32 carloads 
.400 carloads 
.70 carloads 

... 300,000 

. 2,000,000 


7 tons 


Pressed metal parts. 
Springs . . Sen hare 
Balls, for ball bearings 
Rolls, for roller bearings 


, Plain bearings. 
Product Engineering readers are the engineering ex- 


. . h Universal joints 4 carloads 
ecutives of their companies .... chief engineers, vice- 


V-belts ....... RT es 


es miles 

presidents in charge of engineering, chief draftsmen, Fittings for lubrication............... 3 tons 
| mechanical engineers, designing engineers, etc. These “tay yr 4,790,000 
are the men who create their company’s product. If oe esa are: fon 
ae alloy steel, or a different type of bearing, tad Alloy-steel bolts and fastenings .6 tons 
be used, it is almost always as a result of their initia- aie ads elias: Pe Genie 
tive. The actual designs and specifications issue from mall pipe fittings. - 4.2 Woes 


hale offices Rubber parts (other than tires)... .7 carloads 


: , Molded parts (such as Bakelite)... ..7.5 toms 
Once you sell the Product Engineering oat you IL cos. ". 1 weit 
have landed a customer who buys continuously in Sete -at welt. <-.<..:s<+ «+: age 


large quantities. 8000 of these men subscribe to 


, . . : x Die castings 4 tons 
Product Engineering. \t is their chosen professional — 
ORE hae ee re ery a .2 carloads 
paper. Total distribution is 9000 copies. 
Alloy. steels were 8 carloads 


This is the key magazine for advertising parts, mate- 


PRODUCT ENGINEERING 


330 West 42nd Street, New York 
(Member A.B.C. and A.B.P.) 


The copy then proceded to “show- 


up” manufacturers of non-preformed 
wire rope for not truly picturing their 
product with frayed ends, which is 
the. actual condition of such cable 
when the ends are not seized when 
cut. Thus the opening blast laid all 
leards on the table and publicly served 
| notice to wire rope makers to illus- 
itrate their product with seizing or 
| with frayed ends if it is not of the 
| preformed type. 


Questions Are Answered 


| The text of the advertisement an- 
iswered the questions raised in the 
| heading one by one, first explaining 
\that the artist no more desires to 
spoil his perfect drawing of a piece 
of cable by showing the loose ends 
of its component strands or by show- 
ing the seizings on the end than he 
would to picture a beautiful maiden 
with a bandage around her neck. 
The manufacturer hates to show 
seizing on his product, the copy 
stated, because by so doing he auto- 
matically declares that his wire rope 
has internal tension and is never re- 
laxed, two negative points absent 
from American preformed cable. 
The third question is answered by 


Laying | (1) Why Do Artists Hate to Picture |¢*Plaining the Tru-Lay preformed 


idea and why it makes a better wire 
rope. 
Unusual Situation 


On the surface, the tone of the copy 
is quite brazen and ruthless, but a 
new aspect appears when it is learned 
that the process of preforming wire 
rope is patented and controlled by 
the American Cable Company which 
in turn has licensed practically every 
important manufacturer of wire rope 
in this country and many foreign 
countries to make a preformed prod- 
uct. This, then, places the copy in 
the position of establishing the merits 
of the new type cable in a most im- 
pressionable manner, thus creating 
a market and sales for it regardless 
of brand on which the American 
company profits through its royalties 
on the processing. 


While some of the licensed manu- 
facturers feature the preforming idea, 
notably the Hazard Wire Rope Com- 
pany, Wilkes-Barre, Pa., most of 
them merely allude to it. 

In the meantime, American Cable 
Company released the second page of 
the new series in industrial papers 
appearing late this month. This copy 
continued the forceful presentation 
of the Tru-Lay preformed principle 
and launched another aggressive 
thought with an equally bold head- 
ing: “If you do not use or specify 
Tru-Lay Preformed Rotary Lines it’s 
probably because you do not know 
that Tru-Lay costs more!” The text, 
however, explains that the extra cost 
will actually be more than offset by 
the additional service the product 
will render. 

As a contrast to the American copy 
is the current series of pages being 
run by the Wickwire Spencer Steel 
Company, New York, which each 
month depicts and explains a helpful 
hint to make wire rope last longer, 
indicating to the reader that the 
manufacturer has the solution to all 
wire rope problems and he is invited 
to consult with it on all such ques- 
tions. 

In a box at the bottom of the Wick- 
wire page both preformed and seized 
wire rope is pictured with a state- 
|/ment that the company manufactures 
| both kinds. 


Jones & Laughlin Gains 
In Record Quarter 


Jones & Laughlin Steel Corpora- 
tion reported a net income of $886,- 
252, equal to $1.51 a share on the 7 
per cent cumulative preferred stock, 
for the second quarter of 1934, com- 
pared with a loss of $1,682,801 a year 
ago. 

For the first six months of this 
year the company showed a loss of 
| $1,038,272, contrasted with a deficit of 
| $3,743,446 in the first half of 1933. 


To Study Budgets 


The Engineering Advertisers’ As- 
sociation, Chicago, has mailed ques- 
tionnaires to active members of the 
N. I. A. A. in a survey on “Industrial 
Advertising Budgets” to be pub- 
lished in November. It will be the 
first study made of budgets since 
1932. 


the most important points in his 


and a copy of the actual letter was 
|enclosed. This enabled the jobber 


LETTERS FROM 
DEALERS SELLE 
OTHER DEALER® 


Unique Mail Effort Add 
Many New Accounts 


Worcester, Mass., Aug. 30.—In qa 
attempt to develop the business 
a selected list of oil dealers, th 
White & Bagley Company, markete 
of Oilzum, has concluded the majo 
portion of a specialized promotio 
which resulted in the actual sale 9 
nine per cent of the dealers solicited 
An unusual letter campaign was e 
ployed. 


Consulting with its jobbers, th 
company found there were i,10 
dealers of a highly select natur 
which the jobbers would like to se] 
Only those dealers selling above g 
certain minimum amount of oil wer 
solicited and only those with a good 
credit rating were selected. 


The promotion was made up en 
tirely of direct-mail advertising 06 
a unique nature. Instead of mailing 
the messages from the home offieg 
over its own signature as customary 
the firm sent the selected dealers g 
series of letters written by dealer 
who had been selling Oilzum, the 
letters being mailed from the citie 
in which the dealers were located 


Signed By Dealers 


Following this plan, one letter wag 
“written” on a letterhead of a Min 
nesota automobile service firm an 
signed by the owner of that busi 
ness. Another letter was from 
South Dakota firm, another from a 
New York town, etc. Thus the let: 
ters apparently originated in the 
offices of dealers from many parts 
of the country who told the various 
reasons why they liked Oilzum, why 
they pushed its sale—all of which 
suggested that the dealer-prospec 
should also stock it. 


The letters did not bear the nam 
of the White & Bagley Company i 
any instance. They of course orig 
inated in its offices, being prepared 
processed there and sent to the post 
masters of the various post office 
for mailing so that the letters al 
bore postmarks of the city repre 
sented on the letterhead. All this 
was done with the permission of the 
dealers whose names, comments and 
signatures were used. 

The letters were timed so tha 
they arrived just four days apart, 
thus keeping the prospect’s atten 
tion during the entire series. Each 
prospect received 15 letters. 


Tied-In With Jobbers 


The dealer campaign was contin 
ually tied-in with the jobber activi 
ties by mailing all jobbers a special 
bulletin notifying them of each letter 
sent. These bulletins gave the name 
and address of the dealer who was 
issuing that particular testimonial 


to visit the prospect and emphasize 


talk. 


After the two months’ campaigt 
was over, the White & Bagley Com 
pany then wrote to the prospects om 
its own stationery disclosing th 
real sponsor of the letters and uré 
ing them to buy Oilzum. 

Following a period of several 
weeks during which jobbers Tr 
ported results to the main office, 
figures were tabulated showing thaQi™y 
nine per cent of those selected aay 
highly desirable dealers were sold: 
The figures include only those who i. 
were actually sold in addition ag 
which are many who have been D3" i 
tially “sold” and who may handle | 
the product later. | 

| 


Moves Offices 

The Mahogany Association, 2H 

has moved its offices from New Yo ’ 

to 2010 Mather Tower, Chica 

George Lamb has been placed ™ 
charge of trade extension work. 
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A Re geroe,! See gar 


ADVERTISING AGE 


PREDICTS CROWD 


Allan 
Littleford Brothers, Cincinnati, O., sec- 


E. Beach, advertising manager, 


retary-treasurer, N. |. A. A. and Chair- 

man Registration Committee, N. |. A. A. 

Conference, reports an unusually large 

advance registration for the September 
meeting. 


CAMPAIGNS 
SHOW GAINS 


New York, Aug. 30.—Cooperative 
advertising by industries is not a 
thing of the past. Several programs 
lefinitely announced within the last 

‘ few months show that thought along 
this line is not only active but is 
rapidly being brought to a head in 

) the form of specific appropriations 
and the appointment of agencies to 
direct the efforts. 

One of the most recent to join 
those industries already benefiting 
from organized promotion for the bet- 
terment of an entire industry is the 
Lead Industries Association. Enough 
pledges have been received in the 
last few weeks by this association 
to guarantee a cooperative campaign 
on lead pipe to the plumbing and 


waterworks industries. G. M. Bas- 
ford Company, New York agency, 


has been appointed to direct publica- 
tion advertising to start with Octo- 
ber or November issues of a list not 
yet selected. 

The appropriation for the forth- 
coming year will be about $30,000, 
part of which will be used for field 
work and the remainder for space 
in industrial publications. A third of 
the appropriation will be contributed 
by ten leading lead mining compa- 
nies. The manufacturers of lead pipe 
participating are to stand an assess- 
ment based on their billing on this 
Product. 

Lead Makes Start 


Lead Industries Association has 
hever used publication advertising 
hor has its cooperative promotional 
activities been extensive. For some 
time promotional work has been lim- 
ited to a bi-monthly bulletin mailed 
‘0 industries which are the largest 
Wsers of lead and occasional mailing 
pieces, 

The direct mail circulation is 1n- 
‘reased by reprints ordered and dis- 
tributed by members under their 
own imprint. The mail pieces con- 
tain considerable technical informa- 
tion in addition to arguments for the 


se of lead and products made with 
lead. 


Porcelain Enamel Active 


Another industry aggressively 
Dishing its plans for cooperative ad- 
‘ertising is the porcelain enamel 
soup. Further plans for carrying 
it its program were made by the 
“xecutive committee of the Educa- 
Yonal Bureau of the Porcelain En- 
‘mel Institute at its second meeting 
Detroit early this month. 

Prominent among the proposed ac- 
Wities was the adoption of the Ad- 
*ttising and Sales Promotion Sec- 
on’s plan for a cooperative cam- 


paign of advertising in trade and in- 
dustrial publications and through 
the use of direct mail literature to 
be started this fall and continued un- 
til May, 1935. This, according to H. 
Dana Chase of the Chicago Vitreous 
Enamel Products Company, and 
vice-chairman of the section, will 
constitute the second step in devel- 
oping a campaign to compete with 
the aggressive advertising and other 
forms of promotion being done by 
manufacturers of 
ishes and products. 


Start Is Made 


The first step has been a campaign 
directed toward manufacturers, deal- 
ers and distributors of refrigerators, 
carried exclusively in Electric Re- 
frigeration News in the form of an 
emergency campaign. This was un- 
derwritten by a small group of 
manufacturers who felt that some 
type of advertising should be started 
immediately. 


Contemplated activities for the ad- 


Howard Barrows, President 


“William MeFee. 


Allan Beach. Secretaty 
Address Secretary of 
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competitive fin- | 


vertising and sales promotion sec- | campaign in industrial papers today 
tion provide for maintaining or in-|is that of the Cast Iron Pipe Re- 
creasing the industry's position in|search Association which has been 
the resale market and educating in-| running without a halt for 20 years. 
dustrial and commercial users to the It reached its appropriation peak in 
|merits of a need for porcelain en- | 1929, 1930 and 1931. 

jamel. To accomplish this, the use| About 15 technical publications 
lof the following types of publica-| and one consumer publication are 
| tions are being considered: | used currently, with emphasis on the 
Trade publications reaching the waterworks field. For the past year 
| several major fields for resale prod-|and a half, copy has merchandised 
|}ucts, such as the electrical appli-| waterworks as the soundest and 
|ance, gas appliance and department | most desirable type of public works 
,and retail store field; an industrial | project. The advertising is thought 
| publication reaching the designers to have been a factor in the decision 
and manufacturers of products for of the CWA to appropriate more 
both commercial use and for resale; money for waterworks than for any 
| direct mail literature, reprints of ad-| other one type of federal project. 
|vertisements and letter campaigns 
to manufacturers of resale products; 
and direct mail of a strictly educa- 
tional nature to carry the informa- 
tion obtained through the technical | 
research and market research sec- 
tions of the Educational Bureau to | 
those whom it will logically benefit. | 


Copy Stresses Economy 


Recently, the former type of copy 
was resumed with advertising 
stressing the long life and economy 
of members’ pipe. 

Plans for the 1985 campaign will 
be discussed at a meeting in Atlan- 
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decided upon until November. There 


|has been a tendency to increase the 


| appropriation each year. 


The Copper & Brass Association 
will soon hold a directors’ meeting 
to consider an appropriation to en- 
large the present campaign tn con- 
sumer mediums and to continue and 


/expand the activity in industrial 
| fields. 
For some time the association’s 


industrial advertising was confined 
to waterworks publications, but re- 
cently copy was released in a new 
campaign in Mining and Metallurgy 
and Metals and Alloys which de- 
scribes the advantages of chromium 
plating on copper and brass, instead 
of ferrous metals. The advertise- 
ments reproduce photographs of 
both types of plating jobs after the 
work had been exposed to Florida 
weather for six months. 

If the appropriation is approved, 


_these two industrial campaigns will 
_be continued and others will be ini- 
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MARKET STUDY 
UNCOVERS NEW 
SALES ANGLES 


‘Forgotten’ Number Made 
Best Seller 


New York, Aug. 30.—Vivid proof 
that it pays to do the industrial ad- 
vertising and sales promotion job 
thoroughly, no matter how big or 
small the product and campaign may 
be, is available in the recent expe- 
rience of Parker-Kalon Corporation 
with a hand punch for sheet metal 
workers. 

As a result of close coordination 
of all elements in the promotion, 
from the manufacture to the ultimate 
purchase by the sheet metal worker, 
the company disposed of more 
punches within the first four or five 
months than the total sale in the 
preceding 10 years. The product, 
some may think, is small and per- 
haps obscure, but its success in the 
recent effort indicates what can be 


accomplished by careful planning 
even though conditions, viewed from 
the surface, seem to be discourag- 
ing. 

The well-knit punch campaign was 
handled by Rickard & Co., Inc., the 
agency, and C. S. Trott, Parker- 
Kalon sales manager. Though the 
money to be spent on the campaign 
was limited, all the care and atten- 
tion that would have been applied to 
a large one was put into the effort. 
Closely coordinated were a study of 
the market, study of the product, 
merchandising to the jobber and ad- 


vertising. 
Find New Sales Angles 


In the market study, it developed 
that there never had been a good 
way for the sheet metal worker to 
carry his punches, and particularly 
the dies. It was realized that a good 
workman takes great pride in his 
tools, and this could be utilized in 
the campaign. 

Pride and convenience both played 
a part in the decision to adopt a 
unique package for the Hyro metal 
punch. Finally selected was a steel 
box with snap lock, finished in a 
dull black and labeled in a conserva- 
tive modern style. The arrangement 
of the interior was carefully studied | 
to give not only protection to the 
tool itself, so that it could continue 


ito be a source of pride, but also con- 
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sure to get a 


"CHECK-CHART" 


R. Davison, manager market development 

division, New Jersey Zinc Company, New 

York, and second vice-president N. |. A. A., 

will lead the "Check-Chart" session Fri- 
day morning 


venient and safe storage space for 
‘the dies and other accessories. 
| The market study further devel- 


|oped that sheet metal workers had 


in Highway construction? 
copy of this survey .. . 


the largest of its kind and, of most importance, an 


entirely unbiased report 
not our lists 


. . not our idea... 
. and made without our knowledge 


. . . but proving again that Roads and Streets 
still is first in its field. First in reader interest 

First in reader preference . . . preferred by the 
men who buy or specify your products. To be 
sure you see a copy and get the complete story 
drop a card to— 


ROADS AND STREETS 


WATER WORKS & 


ROADS AND STREETS 


MIDA’S 


GILLETTE 
SEWERAGE F Pf 
ata PUBLICATIONS 


SPORTING GOODS JOURNAL 
MOSAICS AND TERRAZZO 
OlL AND SOAP 


POWERS' ROAD AND STREET CATALOG AND DATA BOOK 


GILLETTE PUBLISHING CO. 


400 W. MADISON ST. 


CHICAGO, 


not purchased tools for many years, 
their business having been as hard 
hit as any during the depression. 
Yet it was recognized that there was 
a fair market developing with in- 
creased general business and the 
prospect of additional work. 

The next problem was to make the 
Hyro punch, which occupies a posi- 
tion in a field where competing ar- 
ticles are very similar in most re- 
spects, so inviting to the sheet metal 
worker that he would be willing to 
discard his old tool or makeshifts 
and spend $5.90, a sum that has 
looked like a big figure to such work- 
men. 

Became Popular Tool 


The Hyro punch was first intro- 
duced in 1919 as one of the Parker- 
Kalon products. By considerable 
sales promotion effort in trade jour- 
nals and direct mail, it became the 
most popular punch on the market. 
It had enjoyed steady sale until 1927, 
when a new company acquired the 
item and others manufactured by 
Parker-Kalon for the sheet metal 
worker. Parker-Kalon devoted its 
energies to promoting the sale of 
hardened self-tapping screws, its ma- 
jor line. 

Shortly afterward, the market for 
sheet metal workers tools slumped, 
the new company did not promote 
the punch as it had been before and 
sales fell off. In 1932, Parker-Kalon 
again took over the manufacture and 
sale of the various Hyro products. 

The study of the product in the 


/recent campaign resulted in several 


| changes, none of which were so revo- 


| 
| 
| 
| 
| 
} 
| 
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litionary as to make it completely 
different from competing punches. 
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PRODUCT OF PARKER-KALON CORPORATION 


How the new idea was promoted in page 
advertisements. 


Most important, probably, was the 
addition of a gauge. By using it, 
the worker no longer has to measure 
the distance from the edge of the 
metal before applying the punch. 
The product changes were relatively 
inexpensive. While they gave force 
to the copy, they were not, in them- 
selves, great enough to be any more 
than contributing factors in the cam- 
paign’s success. 


Worked Through Jobbers 


The next move was to tell the 
complete story to jobbers, many of 
whom had stocks of the old punch. 
Others had none, but where they 
were carried, they were not being en- 
thusiastically pushed and the jobbers 
were unaware of the potential mar- 
ket for them and the added profits 
they could bring in. 


Not only was the story of the new 
package and improvements to the 
product told them, but the remainder 
of the plan was presented in graphic 
style, telling just how the additional 
business was to be gained. 


Three full-page advertisements had 
been prepared to run in the American 
Artisan, National Sheet Metal Con- 
tractor and Sheet Metal Worker. A 
number of letters were sent out to 
jobbers, along with preprints of the 
three advertisements, which ran in 
December, January and February is- 
sues, and a specimen of the attrac- 


et 


TELLS WHAT 


R. O. Eastman, president, R. O. East. 
man & Co., New York, will answer the 


question "What Will Industry Buy?" a+ 
the first day's meeting of the N. |. A. A, 
Conference. 


tive circular to be furnished them 
for general distribution. 


In dramatic style, the circular 
played up the value idea and eight 
points of superiority. As to value, 
punches of this sert ordinarily sold 
with but one die. For a complete 


set, the workman was required to 
make an extra purchase. In this of- 
fer, the complete set of seven 


punches and dies came under one 
price, and in a striking and conven- 
ient package. Some of the featured 
points, of course, had always been 
present in this kind of punch, but 
capital had never before been made 
of them in commanding copy. 


Set Sales Quota 


Recalling an offer of the punch 
and full set of dies in 1922, officials 
of the company expected that the 
new campaign would dispose of be- 
tween 2,000 and 3,000. In this esti- 
mate, they were wrong. 


Last May, the company advised 
jobbers that of those who received 
announcements of the offer, 48.6 per 
cent ordered stock. During the first 
12 weeks, 50.9 per cent of these re- 
ordered. The May letter had been 
scheduled for mailing two months 
earlier, but the large demand had 
absorbed the available supply and 
a postponement until adequate prepa- 
rations had been made to handle the 
new rush of orders it would bring 
was necessary. 

One of the especially interesting 
sidelights of the campaign was the 
receipt of several orders for gift 
wrapping at Christmas time. They 
came from sheet metal workers’ 
wives and workmen themselves who 
wished to give them to friends in 
the same trade. 

In reviewing the campaign, execu: 
tives feel that among the onutstand- 
ing reasons for its success were the 
close tie-up of all elements in the 
promotion, the careful planning of 
the whole program, step by step, in 
advance, giving the plan to jobbers 
in a clear and workable way, and the 
timing of the event to occur during 
a turn in the market when many 1ess 
aggressive manufacturers, who re- 
garded the situation with suspicion, 
“waited for improvement” to take 
place. 


Avery Named to Bureau 

Johnson Avery, Morgantown, N. C., 
has been appointed assistant to the 
director of the Bureau of Foreign 
and Domestic Commerce, succeedil§s 
Gene Wilbur. 


Changes to “Banking” 


The American Bankers Associatio! 
Journal will change its name 
Banking effective with the Octobe! 
issue. 


Specialists in Sales Promotion of 


ILLINOIS 


549 W. Washington St. 


THE FENSHOLT COMPANY 
ADVERTISING 


Electrical €& Mechanical Products 
Chicago, Il. 
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YARNS’ GAIN 
ATTENTION FOR 
COTTON YARNS 


franklin Capitalizes Interest 
in Tales 


providence, R. I., Aug. 30.—A strik- 
ng example of what can be accom- 
slished for a more or less prosaic and 
asic commodity by humanizing the 
jdvertising copy is found in the cur- 
ent campaign for cotton yarns by 
he Franklin Process Company, for 
nearly 25 years dyer to the textile 
rade. Although well and favorably 
known in its original service field, it 
emained for the present advertising 
effort to establish it equally as well 
n the yarn business. 


In 1932 the company decided to 
apitalize on its position in the tex- 
tle industry by branching out as a 
yarn merchant, to buy yarns, chiefly 
ptton, and resell them to the trade 
either in the natural state or in the 
ved or converted form. This was a 
patural development of its services, 
since the same mills that bought dye- 
ing also bought cotton yarns in many 
ases. The new activity was also seen 
asa means of reducing selling costs. 


The step into the new field was 
fnally taken, but it was no time until 
ulesmen reported unexpected diffi- 
ulties in establishing the company 
isa yarn merchant. They found the 
ade perfectly willing to recognize 
the company as such, but buyers 
found difficulty in remembering the 
fact, being so accustomed to its origi- 
nal classification. Thereupon it was 
lecided to switch the emphasis of the 
mpany’s advertising to yarn in- 


Stead of its dyeing service. 


New Problem Appears 


This presented a problem to the 
advertising department. The new 
service to be promoted was nothing 
nore or less than a jobbing business, 
aid generally speaking what one 
yarn merchant could say about qual- 
ty and service, others could, too. 
The problem thus resolved itself 
lown to one of getting attention and 
interest through association rather 
than by direct treatment, and in 
uch an impressive manner that 
franklin would automatically come 
ito the buyer’s mind when he 
thought of yarns. 

This was finally accomplished when 
‘was decided to associate Franklin 
Process cotton yarns with “human 
‘amns’’ with a theme like “Yarns— 
We Don’t Tell "Em—We Sell ’Em,” 
vominently displayed in each piece 
f copy. Each advertisement takes 
’ cue from the humorous posed 
photographie illustration occupying a 
age share of the space. Typical of 
le views is that of the golfer in the 
cker room gleefully pointing out 
US score to others whose faces reg- 
‘ter “yarn” in their expressions. 

Others tie up to the proverbial fish 
‘nN, the big game that got away, 
‘6 sea tale, the politician’s promise, 
‘ld nol to be overlooked is the gent 
“turning home in the wee hours and 
‘tempting to explain to the wife. All 

ming well under the classification 

“ “yarns” and carrying so much 
‘Man interest and attention value 
vat tl ' most casual reader of the 
Mblicat on could hardly avoid seeing 
ul stopping to read the message. 
The idea has been successful to a 
“Markable degree. The salesmen re- 
“’ buyers and plant executives 
“Ye shown a great interest in the 


by theme and look forward to the 
release. Franklin executives 
“Ye the advertising credit for a large 


‘ave of the cotton yarn sales which 
ubled in 1933 and are making 
“ady gains this year. 

the account is handled by the 
‘Wied George T. Metcalf. Publi- 
0S carrying the copy are Ameri- 
tn Wool and Cotton Reporter, Cot- 
Vor) rae News Record, Textile 
“ee Textile Bulletin, and Under- 
"and Hosiery Review. 


WE DONT TELL ‘EM 
WE SECl ‘EM 


F. P. YARNS LIVE 
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COTTON YARNS AND CUSTOM YARN oo! “te |} COTTON YARNS AND CUSTOM YARN DYEING 
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Human interest illustrations plus the fascination of indicated "yarns" 
are being used to establish the Franklin Process Company, Prov- 
idence, R. |., in the minds of prospects as a yarn merchant as well as 
dyer to the trade. 


OTHERS REPORT 
BIGGER ORDERS 


the world will again receive active 
consideration. This manufacturer is 
a consistent user of export trade 
journals and supports its publication 
effort with occasional direct mailings 


to spécially selected lists and by local 
advertising on the part of its distrib- 
utors. 

The export situation from _ the 
viewpoint of the export journal pub- 
lisher is extremely optimistic for the 
manufacturer of capital goods and 
supplies. Franklin Johnston, pub- 
lisher, American Exporter, reports 
exports of industria] machinery for 
the first half of the year at $46,256,- 
000 as compared with $22,607,554 for 
the like period last year. 

George E. Quisenberry, editor, El 


Automovil Americano and The Amer- | 
ican Automobile, likewise reports the , 


outlook extremely promising, and the 
return of many old faces in the ad- 
vertising pages. 


100th Trip of 
River Delivery 
Gets Publicity 


Pittsburgh, Pa., Aug. 30.—A unique 
piece of publicity and advertising 
was carried out by the Carnegie Steel 
Company, on the occasion of the one 
hundredth voyage made by its river 
service between the company’s Pitts- 
burgh plant and New Orleans. 

In newspapers of the principal cit- 


ies along the route, 140 line copy 
appeared over the company signa- 
ture, merely saying: “Watch for 
Voyage No. 100, scheduled to pass 
(name of city) on (date).” This 
caused much comment and was the 
subject of publicity in the editorial 
columns of the papers. 

When the voyage was made, the 
tow was decorated with several ap- 
propriate signs, and a calliope, in- 
stalled on the top deck, announced 
\its passage through the towns along 
| the river. 

“It is impossible to judge the re- 
sults of such a campaign,” com- 
mented Albert M. Harper, manager 
of sales, “but at least we know that 
a great many people along the river 
towns are acquainted with our river 
delivery service who never knew of 
it before.” 

In commemoration of the event, a 
letter size booklet in colors and at- 
tractive cover was issued. It pic- 
tured the river service equipment 
and the various plants of the com- 
pany. 


Joins Detroit Graphite 


Julio F. Sorzano has been ap- 
pointed vice-president and general 
sales manager of the Detroit Graph- 
ite Company, Detroit, Mich. He was 
formerly general sales manager of 


the Debevoise Company, N. Y. 


FROM OVERSEAS 


Outlook for Foreign Trade Is 
Encouraging 


New York, Aug. 30.—Following the 
report in the Aug. 4 issue of CLass & 
INDUSTRIAL MARKETING of improved 
export business with manufacturers 
of capital goods and supplies, further 
evidence to this effect is offered by 
trade associations and export journal 
publishers as well as additional man- 
ufacturers of industrial products. 
Real enthusiasm over the opening of 
the foreign market is voiced by ex- 
port sales managers who have been 
studying the situation carefully. 

Harry Tipper, executive vice-pres- 
ident, American Manufacturers Ex- 
port Association, New York, reports 
exports of industrial equipment, ma- 
terials and supplies for the first five 
months of 1934 include the following 
increases by products over the cor- 
responding period of last year: 

Lathes 139 per cent, milling ma- 
chines 168 per cent, electric motors 
209 per cent, commercial electric re- 


FOOD MANUFACTURERS 
PACKAGE 62,500,000 TONS 
OF PRODUCTS ANNUALLY | 


frigerators 371 per cent, typewriters 
100 per cent, wheel tractors 124 per 
cent, iron and steel pipes, tubes and 
fittings 130 per cent, printing presses 


Glass, tin, paper, cardboard, transparent 
cellulose, foil, cloth, parchment, wood and 
other materials—125,000,000,000 pounds of 
food go into wrappers and containers of 


153 per cent, structural iron and steel 
170 per cent, and gear cutting ma- 
chines 174 per cent. 

In commenting on the export situa- 
tion Mr. Tipper declared the future 
outlook distinctly optimistic and that 
the movement of capital goods in gen- 
eral is very substantial. 


Gets Orders From England 


Export business of the Black & 
Decker Mfg. Company, Towson, Md., 
has shown a steady and marked in- 
crease during the last six months, 
according to C, M. Peter, export man- 
ager. The principal source of this 
business has been from England, 
Northern Europe, France and Aus- 
tralia. Possibilities tor similar busi- 
ness from Latin America, middle and 
Southern Europe, as well as Russia, 
is seen when proper credit and tariff 
adjustments have been made. 

T. M. Quinn, vice-president, Dor- 
land International, Inc., New York, 
foreign advertising agency, has 
noticed a marked increase in export 
orders for industrial equipment and 
supplies and sees the improvement 
reflected in a renewed interest in ad- 
vertising for foreign business. 

A large manufacturer of materials 
handling equipment in the Middle 
West has enjoyed a considerable in- 
crease in export business during the 
last 12 months and sees real hope 
that deferred projects for irrigation, 


all types and sizes every year. 


for data. 


Food Industries is used* by every type 
of food manufacturer. It is the only 
ABC-ABP publication (meaning de- 
terminable paid circulation) serving 
all branches of the food field. Pub- 
lished by McGraw-Hill at 330 W. 
42nd Street, New York. 


* USED means read. We shall be glad to send you copy of a 
survey made by J. K. Lasser & Company, certified public ac- 
countants, over a list of food manufacturers furnished by a 
manufacturer of packaging machinery 
comparative reading value of the horizontal publications in 
the food field. 
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September 1, 1934 


HANDS HELP TO 
HUMANIZE COPY 
ON REGULATORS 


Also Focus Attention on De- 


Boston, Mass., Aug. 30. Though | 
manufacturing processes were simpli- 
fied, marketing problems were im- 
mensely complicated by the merger 
which resulted in the formation of 
the Mason-Neiland Regulator Com- 
pany, of this city. 


Here was the Mason Regulator 
Company, of Boston, a firm which 
had served the industrial power field 
for a half century, with little or no 
attention to the younger and special- 
ized oil industry; there, the Neilan 
Company, Los Angeles, which gloried 
in the fact that its age and many 
other attributes almost’ exactly 
paralleled those of the lusty young 
giant which had its roots in the oil 


fields. 


CLASS & INDUSTRIAL MARKETING SECTION 


LENDING HUMAN INTEREST TO DETAILS 


SPRINGS.... 


Hands are playing an important role in Mason-Neilan Regulator copy 
by giving life to illustrations and focusing attention on construction 
details. The series is also used by salesmen in telling their story. 


Nor was the task of F. Kenneth 
Morrison, sales manager of the Ma- 
son-Neilan Regulator Company, made 
easier by varying methods of distri- 
bution originally in vogue and ad- 
hered to during the new order. While 


industrial equipment is sold chiefly 
through jobbers, the oil industry has 
always been reached through the 
company’s own corps of salesmen. 

K. R. Sutherland Company, Boston 
agency handling the account or ac- 


counts, was confronted with the mis- 
sion of producing advertising which 
would uphold the prestige and dig- 
nity of the 50-year-old company in 
the power plant field, and encourag- 


get in touch with the younger con- 
cern’s “oil-trained” engineers for 
answers to refinery and gasoline 
plant temperature-control problems. 

In spite of these varying objectives, 
the company adopted a copy layout 
which was much the same in each 
field. Each advertisement is domi- 
nated by the illustration, copy being 
| confined to 80 or 90 words, or seven 
lor eight lines of fairly large, legible 
| type. 

In the 1934 campaign in the power 
plant field, human hands are em- 
ployed to give life and interest to 
what might otherwise prove a drab 
and ineffective presentation. These 
hands, photographed in the act of 
handling some part of a regulator on 
which the company desires to focus 
attention, are introducing several 
new products which have been per- 
fected since the last heavy cam- 
paign. 

In the background in each case ap- 
pears the complete product, subordi- 
nated, however, to the details being 
spotlighted by the hands. One piece 
of copy, for instance, discussed ball 
bearings used in the Mason-Neilan 


ing the oil industry to continue to)| 


— | 
— 


| CONTINUITY 


Chester H. Lang, manager publicity de. 
partment, General Electric Company, 
Schenectady, N. Y., and president, Ad. 


vertising Federation of America, will 
talk at the N. |. A. A. Conference on 
me Pays To Continue To Advertise," 
——= = 
To Survey Automatic 


Heating Industry 


“WHAT DOES GRAY KNOW 
ABOUT SELLING IN THE 
INDUSTRIAL FIELD?...” 


For example, take STEAM RAILWAYS 


UR interest in railways as a 


market started more than 
20 years before streamlined, 
Diesel-powered cars became 
front page news. 

Our principals include me- 
chanical, civil and electrical 
engineers each with specialized 
knowledge of railroading. 


Through many years of 
personal work with and for rail- 


RUSSELL T. GRAY, 


way officers, our men know 
intimately the problems which 
confront a master mechanic, a 
roadmaster, a division superin- 
tendent or a general manager. 

We have followed hundreds of 
individual cases of buying from 
the original requisition through 
the A. F. E., general office ap- 
proval, and purchasing depart- 
ment negotiations. 

From our own experience we 
can analyze the possibilities of 
the railway market for most any 
product and steer the course to 
orders — whether that course 
takes us to a section foreman’s 
shanty, a corner in the “back 
shop”, an automatic pumping 
station at a roadside water tank, 


or a tower in the throat of a 
terminal yard. 


We have guided the advertising 


and selling of seores of 
companies—both of the “rail- 
way supply” type and of manu- 


facturers to whom the railway 


field is an important but not the 
only market. 


Ine. 


205 W. Wacker Drive, Chicago, IIL. 


Telephone CENtral 7750 


Vis running in Chemical and Metal- 


Liquid Level Controller, the hands 
relieving the illustration from the 
lifelessness which handicaps so much | 
industrial advertising. The campaign 


lurgical Engineering and Power, with 
other papers to be added shortly. 


The artist was employed in the cur- | 
rent oil campaign in Oil and Gas 
Journal, Petroleum Engineer port 
The Refiner, designed to emphasize 
the authority of the company in this 
field. “Keeping up with you keeps 
us young,” said one advertisement, 
while another remarked that “Ex- 
cessive temperatures aren’t excessive 
any more.” Another, in the same 
vein, asserted that “sometimes the 
secret is what to ledve out.” 

A paragraph frequently used as- 
serts that the advancement under 
discussion “has been developed in 
and for the oil industry by engineers 
who know its requirements.” 

Both campaigns, checks indicate, 
have received attention in competi- 
tion with more crowded pages. Lib- 
eral use is made of reprints, as 
stuffers for sales letters and for bind- 
ing for use by company and jobbers’ 
salesmen. Sales of both jobber and 
branch offices have responded to the 
advertising. 

According to F. Kenneth Morrison, | 
sales manager of the Mason-Neilan 
company, the new campaign is put- 
ting over what might otherwise be 
| overlooked or misunderstood. And) 
_more than that, he declared, it is not 
only educating prospects in the tech- 
nieal superiorities of the equipment, 
but is also proving to be an economic 
means of getting these points im- 
pressed in the minds of the salesmen 
of 600 jobbers. 


Bucyrus-Erie Shifts 
Many in Sales Set-up 


P. H. Birckhead has been advanced | 
to general sales manager of the| 
Bucyrus-Erie Company, South Mil- | 
waukee, Wis., following the combina- 
tion of domestic and foreign sales 
departments. 

Carl S. Wagner, formerly a vice 
president of the Koehring Company, 
Milwaukee, has become associated 
with Bucyrus-Erie as manager of the 
commercial department in charge of 
sales promotion, publicity, orders, 
claims and adjustments and field di- 
rection. 

M. J. Woodhull has been named 
manager of large machine sales and 
J. A. Garber manager of small ma- 
chine sales; J. B. Birckhead, drill | 
and “Loadmaster” sales; M. F. Keese, | 
dredge sales; R. T. Craig, foreign and | 
|}export sales; and B. F. Johnston, | 
‘repair sales. 


Emphasizing Its Authority 


| 
| Smith Goes to Rich | 
| Miles C. Smith has been appointed | 
| sales promotion manager of the Rich | 
Mtg. Company, Ltd., Los Angeles, | 
Cal., manufacturer of welding equip- | 
ment and supplies. He was formerly 
in a similar position with the Stoody 
Company, Whittier, Cal. 


A comprehensive survey of the ay. 
tomatic heating industry is_ being 
completed by Fuel Oil Journal, Ney 
York, and published under the gep. 
eral heading, “1934 Key Market 
Study.” In its final form it will com. 
prise more than 60 individual reports 
covering as many key markets for 
automatic oil heating and air-condi- 
tioning equipment. 

Each separate market report will 
contain approximately 40 sections, 
listing, among other items, popula 
tion and housing statistics, names of 
dealers selling automatic heating 
equipment, sales volumes of leading 
dealers, comparative oil, coal and gas 
prices, and discussions of how indi: 
vidual markets may be developed by 
companies selling to or through mem 
bers of the automatic heating in 
dustry. 


Timken Reports 
$1,298,094 Profi 


Timken Roller Bearing and sub 
sidiaries, for the quarter ended 
June 30, 1934, reported net profits 0 
$1,298,094, after provisions for depre 
ciation, taxes, ete. This compares 
with a net profit of $1,278,199 after 
the above charges in the preceding 
quarter and $929,460 in the June 
quarter of 1933. 

Net profit for the six months endel 
June 30, 1934, was $2,576,298, after 
depreciation, taxes, etc. equal to $1. 
a share against $653,393, or 27 cenls 
a share, in the first half of the pre 
vious year. 


INFORMATION 
in LESS TIME 


Industrial 


advertisers who 
require more detailed busi- 
ness facts in less time should 
consult the International 
Tabulating Service Bureau. 
Branches in all principal 
equipped 
the latest Accounting 
Tabulating Machines. 
No accounting or statistical 


cities are fully 
with 


and 


problem too involved. You 
can rely on confidential han- 
dling and accurate economi- 
eal results. Phone your nea 


IBM branch office for | 


est 


complete details. 


INTERNATIONAL BUSINESH 
MACHINES CORPORATION 


nel Offiee® 
General Offices ee aid i. all 
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Long Awaited Change 
for BetterExport Trade 
Here at Last 


By A. E. 
Export Manager, John A. Roebling’s Sons Company, New York 
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CRIPPS 


HE writer has just returned from 
- five months’ journey that cov- 
ered the West Indies and poutu 
america, and with the knowledge of 
conditions, thus gained at first hand, 
coupled with the fact that export 
fgures, in dollars, have curved up- 
wards, lead him to believe that the 
long awaited change for the vetter 
in export business is imminent 

As is usually the case, the map 
ig somewhat “spotty.” In some of 
the countries under discussion, con- 
ditions are really excellent for the 
exporter of industrial equipment and 
its allied lines. Two or three years 
pack, when we were lying in the 
pottom of the “trough of depression,” 
it appeared obvious that there would 
je large amounts of money appropri- 
ated for public works. 

Governmental resources would 
have to be used for priming the 
pump, in an effort to get men back 
to work on projects of a useful na- 
ture, the opening up of communica- 
tions and improving transportation 
methods being of prime importance. 
This idea is being carried out in 
anumber of American republics, and 
it has resulted in the purchase of 
materials and equipment from the 
i ae S 


Looks To Southward 


Our logical markets are to the 
southward, and it is in the Pan 
American sphere that we must look 
primarily for outlets. 

The high spot at the moment is 
Venezuela: columns have been writ- 
ten in the press as to the financial 
condition of that country; of its 
fifty million dollar surplus, its free- 
dom from bonded indebtedness, and 
of its president, General Juan V. 
romez. 

Venezuela has been going ahead 
with an ambitious public works pro- 
gram that includes the “Turiamo 
Port and Dock,” the new “Carretera 
de los Llanos” from Caracas to the 
Colombian border; several new 
bridges and numerous public build- 
ings. The bolivare is 50 per cent 
above par with the American dollar, 
thus making it economical for Vene- 
tuela to purchase material and sup- 
plies from this country. It is well 
known that under the able guidance 
and constructive statesmanship of 

General Gomez, the country has pro- 
gressed to this enviable position, but 
inthe event of the death of the 
dictator, there is no knowing what 
Fill happen. 

In other words it seems that the 
(rux of the situation depends on the 
Continued well-being of an aging 
man—ihen it is anybody’s guess as 
‘0 What will happen. However, for 
he time being, Venezuela should 
Prove a fertile field for the disposal 
of North American goods. 


Colombia Shows Promise 


Passing through to Colombia the 
Putlook is also promising. Now that 
- Leticia imbroglio has been satis- 
‘4ctorily settled, this country, being 
a" rich in natural resources, should 
“age a quick comeback. 

_Une good thing was accomplished 
¥ the Leticia incident, in that it 
9 responsible in awakening the 

Sombians to the realization that 
“ey had little or no communication 
‘ th their borders, and if they were 
” teel at all safe in the future, it 
’ ld be imperative to construct 
ads in order to be able to rush 
-oPS and war materials to any 

her threatened frontiers. 

_ ‘his has resulted in a program of 
“al building, which means ma- 
vetad and equipment from the 
‘can market. The internal po- 
Cal situation is quiet, the govern- 
_ Stable, and a new era of pros- 
etity is looked for under the capa- 
_ fuidanece of the new president, 

* Alfonso Lopez. 

‘angely enough, Peru. who at 


the time had the threat of war hang- 
ing over her head, was doing a boom 
time business internally. Exports 
and imports were at a minimum, but 
business was good generally through- 
out the country. Some of the 
larger copper mining companies 
were again in production after an 
idle period of several years, and 
there appeared to be a spirit of op- 
timism as regards the future. 
Ecuador is rather dull, although 
it reports a rise in exports of cocoa, 
tagua and bananas. (The Grace 
boats now stop at Guayaquil going 
South to pick up bananas for the 
north). The Exchange Control Com- 
mission still makes it rather difficult 
for us to do business, and dollar ex- 
change is next to impossible to ob- 


tain. The situation does, however, 
show slight improvement over a 
year ago. 


There is little importation of in- | 
dustrial machinery into Ecuador as 
business there is of a decidedly agri- 
cultural character. The oil fields 
are of course an exception to this, | 
but as the fields are British con- 
trolled, the American manufacturer, | 
unless he has a specialty, cannot | 
make much headway. 

In Chile the conditions are not too | 
prosperous since the two chief basic 
products of the country, copper and 
nitrates, are selling at low prices 
in the world markets. There has 
been only one large nitrate order | 
shipped this year from Tocopilla, 
and most of the machinery on the 
“pampas” is idle. 

Copper is picking up a trifle. The 
Braden Copper Company is increas- | 
ing production, discussing construc- | 
tion of a new flume line to carry | 
off “tailings.’”’ Other operating com- | 
panies seem to think that copper | 
prices will improve. There is an in- | 
crease in export of wines and fruits 
from the south, but on the whole, 
Chile has very little money avail- | 
able to pay for new importations. 


Trade Balance Favorable 


There appeared to be a decidedly 
anti-American feeling in certain cir- 
cles in Argentina, probably engen- 
dered by the fact that we are com- | 
petitors with them in wheat, meat 
and hides. The present balance of 
trade is greatly in our favor, so that | 
whenever possible orders for equip- | 
ment are preferably given to Euro- | 
pean manufacturers — where ex- 
change is available. 

The Exchange Control Commis- 
sion fosters this attitude in refusing 
to grant dollars to possible import- 
ers of American goods if substitution 
for such goods can be obtained in 
Europe. Of course, on some of our) 
specialties, typewriters, automobiles, | 
certain oil field machinery, where | 
they are forced to buy in this coun: | 
try, exchange is made available. | 
The oil companies, by the way, are | 
favored in obtaining exchange. 

This particular set-up seems to be 
an economic necessity at present, 
and until some trade pact is entered 
into between the two countries, for 
the mutual exchange of products, 
the situation, as regards the manu- 
facturer of machinery and supplies 
that can be duplicated in Europe, 
will remain unchanged. 

Uruguay, Paraguay and_ Bolivia 
were not visited, although in the| 
latter country the Patino mines are 
again in production, and have be- 
gun to purchase materials again. 


New Era In Brazil 


Now that Brazil has her new con- 


of the American republics. Business 


appears to be strong enough to cope 
with any subversive movement on 
the part of the Paulistas. Brazil 
needs roads, new bridges and other 
public works. 

There is a lot of talk about pro- 
ducing electric steel, and thus in- 
cepting another national industry. 
Should this scheme eventuate it will 
mean the purchase of several mil- 
lion dollars worth of equipment from 
the U. S. A. Although the milreis 
is tied to the pound sterling we 
should be, with trade agreements, in 
a good position to capture this mar- 
ket, since Brazil’s exports to us are 
so much greater than ours to them. 
With proper handling by our State 
Department there should be dollars 
available here to pay for our exports 
to Brazil, such funds being built 
up from the sale of her coffee to us. 


Trinidad Pulling Out 


In Trinidad the picture is brighter 
—they are pulling out of the slump. 
Although primarily a British market, 
we can and do sell them machinery 
for the sugar plantations and for 
their oil fields. 

The proposed moratorium on the 
bonds of the Dominion Republic, if 
successful, will release earmarked 
funds for more purchases of Ameri- 
can road building equipment. Presi- 
dent Trujillo has an ambitious pro- 
gram of public works mapped out, 


These men . . . and these plants 

. can be reached more effec- 
tively ... and at a far lower 
cost in “Factory” than by any 


other method. Because “Factory” 


_is subscribed to by more plant 


operating officials than any other 


business publication. 


ABC 


and is awaiting the outcome of the 
moratorium 
can go ahead with his plans. Al- 
though this is only a small country 


fair amount of business. 

Puerto Rico—with funds from 
PWA to “prime the pump,” ma- 
chinery manufacturers can look for 
increased business in this territory. 
| However conditions at present are 
|}not too flourishing. 

The Republic of Haiti has just 
contracted for the erection of a new 
suspension bridge, and is in process 
of building new highways. There is 
very little money available, and the 
market is naturally very circum- 
scribed. 


Exchange Is Problem 


The principal deterrent to busi- 
ness throughout the countries under 
discussion is controlled exchange re- 
strictions. Certain governments are 
themselves operating in bootleg ex- 
change dealings—no dollars avail- 
able at the official rate at the front 
door, but plenty to be had at the 
bootleg prices at the back door. 

kmporters do not know what they 
will have to pay for their goods in 
local currency, and with the many 
and rapid fluctuations they have to 
;}guess as to what price they should 
sell. In other words, importing to 
a number of them has developed into 


there are potentialities here for a| 


la gamble on exchange. This natur- 
negotiations before he ally tends to make all markets un- 


stable and also to 
amount of imports. 


The writer, however, in spite of 
certain conditions that affect us ad- 
versely at the moment, is of the 
/opinion that export business is on 
|the upswing. Trade pacts, and the 
/new Second Import-Export Bank, 
| with its increased facilities available 
\for long term credits at the disposi- 
tion of exporters of capital goods 
|seem to point to the prospect of per- 
| manent and increasing exports for 
|this country. 


We are constantly making efforts 
to increase our sales in the foreign 
field. All forms of advertising are 
employed as well as personal con- 
tacts with our various markets. 


reduce the 


Federal Truck 


Registers Gain 


Federal Motor Truck Company, 
Detroit, Mich., and its subsidiaries 
report for the six months ended June 
30, 1934, a net profit of $57,197 after 
depreciation and all charges, except- 
ing federal taxes. This compares 
with a loss of $182,707 for the cor: 


responding period in 1933. Current 
assets on June 30, last, totaled 


$2,728,353, including cash and mar- 
ketable securities of $660,028, against 


This is the SOS of the 22,000 
factory operating men. . . who 


represent 14,500 manufacturing plants 


... Which account for over 70 per 


cent of the horsepower in the manu- 


facturing industries. 


subscribers to “Factory.” 


They are the 
They buy 


and read “Factory” . . . editorial 


articles and advertising pages alike 


... to get the answer to lower costs 


and better products. If your product 


can help them you can reach these 


men and plants by advertising in 


“Factory.” 


FACTORY 


ABP 


cores More ee ee bee Management & Maintenance 


is picking up, and it was learned | 
that “peak” loads have been reached | 
of late in electric consumption. 
There is and will be unrest in 
Sao Paulo, at the turn of recent poli- 
tical events, but President Vargas | 


A McGraw-Hill Publication 


330 West 42nd St., New York City 
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PROBLEMS 


in industrial advertising and marketing 
4 


KEITH J. EVANS 


Tricky Mailing Pieces 

The recent increase in tricky die 
cut mailing pieces would tend to es- 
tablish the presumption of the value 
of this type of material. However, 
I have always maintained that a 
simple direct selling piece with noth- 
ing to detract was the best advertis- 
ing. Do you agree? 


ADVERTISING MANAGER. 


Die cut special mailing pieces at 
least indicate a somewhat larger and 
freer spending for advertising. Their 
value can hardly be classed as a 
group. In certain instances where 
die cut third-dimensional work dem- 
onstrates and ties in naturally with 
the thing you are trying to put over, 
they will undoubtedly attract atten- 
tion. 

Usually when you have to strain to 
find an application for their use, the 
results are probably not worth the 
cost. In any case the mailing piece, 
whether die cut or not, should follow 
the same general guides leading to 


|a simple, concise message that will 
help it accomplish its objective. 

To die cut, use special folds, or 
simple plain message depends upon 
the product, the message, the field 
to be reached, etc., and each appli- 
cation should be a separate study 
in itself. 

oe 


Don’t Use American 
Flag in Advertising 


I am enclosing a recent trade paper 
advertisement in which the Amer- 
ican flag was used. Am I wrong in 
the belief that the flag cannot be 
used in advertisements? What are 
the rules regulating such use, if per- 
missible? 

I will appreciate any comments 
you care to make in this connection. 

ADVERTISING MANAGER. 


Contrary to the belief of most ad- 
vertising men, there is no Federal 
statute forbidding the use of the 
American flag in advertising. The 


only Federal legislation bearing on 


the subject is a statute providing 
that registration as a trade-mark 
“may” be refused if the mark con- 
sists of or comprises the American 
flag or eoat of arms of the United 
States “or any simulation thereof.” 

The word “may” was perhaps a 
little Congressional joke. There is 
no case on record where a trademark 
containing or simulating the flag has 
been accorded registration by the 
powers at Washington. 

Congress could have saved state 
legislatures a large amount of work 
and oratory by passing a law pro- 
hibiting the use of the flag in adver- 
tising. No less than 37 states have 
laws on their books forbidding the 
desecration of the flag in this way. 
A few accord newspapers the priv- 
ilege of printing a likeness of the 
flag when it is unattached to an 
advertisement. The remaining states 
presumably are indifferent, but un- 
less such an advertisement is de- 
signed for purely local distribution, 
the advertiser is taking a chance on 
a fine, incarceration or both. Even 
in states where no law is on the 
books, the weight of public opinion 
should deter advertisers from resort- 
ing to this method of gaining atten- 
tion, which is likely to be far from 
favorable. 

If an advertiser insists on using 
the national emblem in his copy, he 
should make a point of moving to 
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Schenectady, N. Y. 


Write today and tell Wm. E. McFee, Gen- 
eral Chairman, c/o American Rolling Mill 
Co., Middletown, Ohio, that you will be there. 


You will profit from the excellent program 
arranged by Gregory H. Starbuck, Chairman 
of Program Committee, General Electric Co., 


Help Yourself 
and Your Company 


by profiting from what will take place at the 


N. 1. A. A. Conference 
at Cincinnati, Sept. 20, 21, 22 


You can make this conference most profitable to 
yourself by attending and taking an active part. 
Your Committees are doing everything possible 
to make this Conference a success for you. Isn't 


it reasonable for us to feel that we should do our 


part by attending? 


Ohio. 


All of the officers of the National Industrial Advertisers Association are doing their utmost to 
make this Conference a success—and it will be. 


WITH COMPLIMENTS OF 


Ra-~De~s Als- RaAl- 
Kac Rae's Blue Book 
Americas Greatest Buying Guide 

18 East Huron Street 

Chicago 


Notify H. V. Mercer, Chairman of Exhibit 
Committee, American Rolling Mill Co., Mid- 
dletown, Ohio, at the earliest possible mo- 
ment in regard to the space you desire. 


Be prepared to enjoy the entertainment 
planned for you by Alexander Thomson, Jr., 
Chairman of Entertainment Committee, 
Champion Coated Paper 


Co., 


Hamilton, 


La 


| Indiana, where the maximum penalty 
lis a $10 fine. Alabama charges up 
|to $100 and may add a jail sentence 
jup to 30 days. Arizona, California, 
|Colorado, Delaware, Idaho, Illinois, 
|lowa, Kansas, Louisiana, Maine, 
Maryland, Massachusetts and Mich- 
igan are other states which have en- 
acted prohibitory legislation. Still 
others are Minnesota, Mississippi, 
|Missouri, Montana, Nebraska, Ne- 
| vada, New Hampshire, New Jersey, 
|New York, North Dakota, Ohio, 
| Oregon, Pennsylvania, Rhode Island, 
| South Carolina, Utah, Vermont, Vir- 
ginia, Washington, West Virginia, 
Wisconsin and Wyoming. 

The penalty is heaviest in New 
Jersey, which apparently feels 
strongly on the subject. The unwary 
advertiser who violates the Jersey 
statute may have to pay as much 
as $1000 fine and linger behind bars 
for three years. Wisconsin is fairly 
lenient, providing for a fine of from 
$10 to $100, or 30 days in jail. 

Some states, not content with thus 
protecting the national flag, have 
spread their protecting mantles over 
their state emblems. At least one 
state, Mississippi, land of prideful 
memories, prohibits use of either the 
national or the Confederate flag. 


Several states which permit use 
of the American flag when not at- 
tached to an advertisement, add the 
further qualification that if it is 
printed in a newspaper or mailing 
piece, it shall be placed in such a 
position that opening the mailing 
piece or canceling the stamp shall 
not mutilate the likeness. Careless- 
ness in this respect makes the user 
eligible for further penalties. 


No situation is too involved for 
the lawmakers of Maryland to cope 
with. The law there provides for a 
maximum fine of $100 and up to 12 
months in jail, or both. To avoid 
complications, the legislators added 
the provision that should a corpor- 
ation offend, the penalty shall be in- 
flicted on the president or other 
head of the company. This hint may 
be helpful to any advertising man- 
agers in Maryland who feel their 
copy would be better anyway if the 
president were to take a long vaca- 
tion. 


a: ie 


Horizontal vs. 


Vertical Publications 


What is the relative value of hori- 
zontal vs. vertical publications? 


ADVERTISING MANAGER. 


The question of using a horizontal 
medium—that is, one that covers 
broadly a number of fields—as 
against vertical publications—those 
that cover one market exclusively— 
is probably never settled. 


First, it is obvious that if one is 
only interested in a very few definite 
markets, it is much better to use 
vertical publications. A vertical pub- 
lication covers the field more thor- 
oughly not only from the standpoint 
of number of plants represented but 
also number of men reached in each 
plant. 


The horizontal publication, as a 
rule, does not dig so deeply in each 
market but usually reaches the larger 
units in each group. For this rea- 
son, if only the larger units in a 
number of individual markets are to 
be reached, the horizontal paper 
would prove the better. 


If an advertiser has enough dif- 
ferent markets in which he is in- 
terested on a national scale and a 
volume of sales sufficient to carry 
the load, it is usually wise to use 
horizontal papers to cover his whole 
general interest with vertical pub- 
lications in the markets in which he 
is particularly interested. 
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Smaller, Selected Mailings 


Our general manager is always 
criticizing the advertising depart- 
ment because there is some waste 
in our direct mail campaigns. A 
certain percentage of pieces are re- 
turned, indicating that they cannot 
be delivered, and we always have a 
certain number replying that they 
could not possibly be interested. 

While we believe that most man- 


nD 
=e 


agements appreciate that there Rat. 
urally will be a reasonable Percent, 
age of waste, still our managemen; 
is particularly sensitive to this 
What can you say that will help? 


ADVERTISING MANAcER 


There is probably no mailing }jg, 
that you can build up or buy thay 
will prove 100 per cent perfect. 4, 
you are building it, changes are cop. 
tinually going on. As you say, mos; 
men in business realize this to the 
extent that they are willing to gy 
along. 

Many list companies guarantes 
their lists up to 98 per cent. Hoy. 
ever, they cannot guarantee tha 
everyone in certain lines of businegs 
will be interested in your produce 
This is quite obvious, and you mug 
have an understanding with your 
management that unless they ar, 
willing to accept a certain percent. 
age of waste, you would rather they 
did not O.K. the mailing. 


On the other hand, it is true that 
there is a growing urge to econo. 
mize direct mail to the extent that 
there will be less waste. Concerns 
are having their salesmen call first 
and in that way select the names ty 
work on. Other companies are go 
ing still further by dividing the ligt 
into users of competitive equipment 
and concerns that are not using any 
equipment of the type in question, 
Then entirely different methods of 
attack can be used successfully. 


Do your best toward selection and 
then expect management to go along 
with you. 


- FF 


Are You Sure of the 


Important Features? 
The president of our company has 
disagreed with the advertising de 
partment on the principal points to 
feature in advertising our equip 
ment. In addition he has listed the 
ten most important features and has 
instructed us to use them in the or 
der of their importance unless we 
can show conclusively that his order 
is wrong or that other features 
should be emphasized. He is ope 
minded and is willing to listen t 
reason, but we must be convincing 
While we have several points that 
we consider important that he has 
excluded, we would like to have 
what should be an accepted method 
of determining the matter so we cal 
proceed accordingly. 


ADVERTISING MANAGER. 


There are several so called ac 
cepted methods: 

1. Employ an outside survey oF 
ganization in which case you could 
use one of two methods and also gét 
additional data such as good case 
stories showing profits or savings 
from a number of customers. Thesé 
always form the basis for very g00d 
advertisements. 


The survey company could take 
your last group of sales—50 or 10! 
or more—call and find out what 
features appealed to the custome!’ 
and why they bought. 

2. Another, and sometimes better 
method, includes calling on comps 
nies that inquired for your equip 
ment but did not buy or bought col 
peting equipment. This method wil 
also give you the reasons why colt 
panies buy other equipment and 2 
turn may give your engineering ‘¢ 
partment something to work on. 


3. If you are not in a position “ 
employ an outside company, Yo 
may be able to assign one or tW? 
of your own men to the task, thous! 
practice indicates that they will 
do so well. 

4. Still another simpler and 4 
parently not as expensive practice 
is to have each salesman send in # 
least ten checkups with new and © 
customers, and then tabulate t 
material for your summary. 


There is nothing, 
will take the place of plenty ° : 
work on your part so that you may 
not only have first hand informatio? 
but will get the feel of your 0¥° 
type of customers, what they wer 
what they read, what they 40, et 
they think about, when and if, 
all their other peculiarities. a 

With this intimate knowleds® *" 
will not only be sure of your ern 
in order of their importance, er 
have a much better idea of the ™ 


f field 


way to present them. 


however, that 
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How Smaller Company 
Keeps Its Fingers 
on Sales Pulse 


By J. M. JEWELL 
Advertising Manager, Reeves Pulley Company, Columbus, Ind. 


fer value to sales management 
of accurate information on trends 
in sales and in the development of 
markets is incontestable. It is im- 
portant to know where sales effort 
can be expended to bring the great- 
est return. It is important to know 
what industries should be given spe- 
cial attention through advertising or 
whether advertising should be with- 
drawn, permanently or temporarily, 
from other markets. 

So valuable is information of this 
sort that all large manufacturers 
maintain elaborate research divi- 
sions or employ the market research 
counsel of advertising and mer- 
chandising agencies. The fact that 
these services are costly has tended 
to restrict their uses and advantages 
to the larger companies. Yet, the 
smaller manufacturer need not de- 
prive himself of their benefits. He 
may derive the same advantages as 
his large colleague in industry from 
careful marketing studies without 
prohibitive expense. 

A typical instance is offered in the 
plant of a Middle Western manu- 
facturer of variable speed control 
equipment. The products of this 
company are used in practically 
every branch of modern industry. 
In addition, many manufacturers of 
production machinery of all kinds 
incorporate the equipment of this 
company in their own products as 
standard equipment. There are thus 
two distinct groups of markets to 
consider. 

In studying these markets there 
were two objectives to keep in view. 
One was to determine the trend in 
markets over a representative pe- 
riod of years as a guide to adver- 
tising and sales promotion work; 
another, to break down these sales 
figures by sales districts or territo- 
ries and on the basis of these records 
to submit reports and recommenda- 
tions to managers of various terri- 
tories. 


Get Complete Picture 


The period to be covered by the 

survey was designated for 1928 to 
date, in order to cover both normal 
and depression as well as recovery 
years, thus giving a true picture of 
developments and trends. Under su- 
dervision of the sales and advertis- 
Ing manager, the clerical work in- 
volved was done by an assistant. 
; This consisted in transcribing to 
‘x7 cards the desired information 
from the company’s invoice files. 
The information specified was some- 
what elaborate, but provided basic- 
ally for (1) name and location of 
customer, (2) classification into di- 
rect user or re-sale (standard equip- 
Ment) market, (3) classification as 
‘0 sales territory, (4) net selling 
Price of equipment sold. Other in- 
‘Ormation, as to size and type of 
*quipment and use to which it was 
put, ete., was recorded in many 
Cages by consulting other records, 
Sut was not used in summarizing 
the results of the survey. 

In some companies, customers and 
Prospects are considered in geo- 
sraphical groups or size groups. We 
have found that a more successful 
method is to study and work pros- 
bects and customers by grouping 
them in broad industrial classifica- 
tions In indicating this classifica- 
Kon, the greatest care must be exer- 
This is important in order to 
set_a true and undistorted picture 
ae Markets. Any carelessness may 
‘Validate the entire survey. 

Tinley _method followed in this sur- 
,. ‘lassified industries along the 
‘Nes followed in the U. S. Depart- 
ment of Commerce in its Market 


Cised 


Pata Handbook, with some modifi- | 
ations to meet individual require- | 
nents in this case. | 
Psi ‘s. under the “user” market | 
“SSification, about 75 markets were 


grouped into twelve general head- 
ings as follows: Mining, Public 
Utilities, Public Works, General Con- 
struction, Process Industries, Food 
Industries, Metal Refining, Metal 
Working, Textiles, Wood Industries, 
Miscellaneous Industries and Other 
User Sales. 

In the “re-sale” market 35 markets 
were listed under two broad classi- 
fications: (1) manufacturers of ma- 
chines used in specific industries, 
e. g., mines, paper mills, canning 
plants; (2) manufacturers of ma- 
chinery used in specific groups of 
industries or in industry in general, 
e. g., machine tools, conveyors, 
chemical plants, stokers, etc. 


Simplifying the Task 


For convenience in _ indicating 
these industries on the cards, code 
numbers were assigned each indus- 
try and also the 30-odd sales terri- 
tories into which the United States 
and Canada are divided by this 
company. 

The clerical work involved in this 
task was necessarily rather slow 
and required several months. Fre- 
quent reference had to be made to 
industrial registers for listings of 
products. Many decisions had to be 
made in regard to the final classi- 
fication of many manufacturers who 
manufactured a wide range of prod- 
ucts. To assist the manufacturer in 
making such surveys accurately, the 
McGraw-Hill Publishing Company 
has prepared an index of industry 
classifications listing the many prod- 
ucts manufactured in the industries 
as grouped by the Market Data 
Handbook of the Department of 
Commerce. 

When the clerical job was finished, 
the cards were carefully arranged 
into territorial sections, all cards for 
a given industry being grouped to- 
gether. On work sheets the total 
sales (in dollars) to each industry 
in each territory were then recorded. 
These figures were then translated 
into percentages of total sales both 
for the entire company and for each 


sales district, and recorded in per- | 


manent form. 

The company now had before it 
a complete and accurate picture of 
the behavior of its markets from 
1928 up to date. Many interesting 
facts were revealed. It was discov- 
ered, for instance, that sales to an 
important food products industry 
justified special sales and advertis- 
ing effort. This condition was called 
to the attention of representatives 
in territories where this industry 
was especially active. Again, of the 
35 “re-sale’ markets sold, it was 
found that 12 of these accounted for 
85 per cent of all sales over the six- 
year period. 

Apparently, these 12 markets mer- 
ited special attention. to protect 
them from competition and to con- 
solidate the gains already made. 
During the period covered, many in- 
dustries had declined as markets 
while others such as brewing and 
distilling had assumed a position of 
great importance. All these facts 
and many more were carefully 
weighed and considered in the form- 
ulation of sales and advertising poli- 
cies, resulting, in many cases, in 
complete re-alignment of media and 
methods. 


Using the Figures 

Following this, reports, completely 
documented with the results of the 
survey, were made to branch man- 
agers, giving pictures of the sales 
histories in the various territories 
which were often entirely new. No 
attempt was made to criticize show- 
ings as compared with the volume 
of the company as a whole for any 
particular industry, since it was 
realized that many special condi- 
tions existed of which no report 


Francis D. Bowman, advertising man- 

ager, The Carborundum Company, Nia- 

gara Falls, N. Y. will tell the N. 1. A. A. 

Conference “Why Carborundum Is On 
the Air." 


made at a distance could take ac- 
count. 
Certain suggestions were 


resentative invited. Many territories | should lend itself more readily to a 
which had depended for their vol-|study of its markets—their history 


ume on a few industries which were and probable future. 


now unusually depressed, found new 
business in undeveloped industries— 
industries which had been over- 
looked or neglected during good 
business years. 

About this time, too, a system of 
sales control was set up embracing 


Usually, this 
study can be undertaken and con- 
ducted entirely by the present sales 
organization and need not entail the 
setting up of an elaborate and ex- 
pensive “bureaucracy.” 

Naturally, methods and _ set-ups 
must differ for each case, but the 


the use of written records of a pro-| benefits to be derived justify a little 
jected six-months sales program by study of the most desirable method 


representatives. 


The home office|and great care in the conduct of 


supplied each salesman with tripli- | the survey. 


cate forms (one to be returned to 
the home office) known as Assign- 
ment Sheets, on which proposed 
calls for the period were to be listed 
by months. 

At the end of each month a check- 
up of the month’s calls was made 
from the home office, using the 
salesman’s call reports on file, and 
delinquent calls were brought to his 
attention. This resulted in more in- 
tensive cultivation of worth-while 
accounts and prospects, since only 
the most active were assumed to be 
listed on the Assignment Sheets. 

Of course, there were many rami- 
fications of these policies which 
have no place in an article of this 
sort. But it should be apparent that 


/ successful market analysis need not 
made, | be considered outside the realm of 


“Electrical World” 


Now Fortnightly 


Electrical World, New York, which 
has been issued as a weekly, became 
a fortnightly with its September 1 
issue. It will be published every 
other Saturday from that date, 

The McGraw-Hill paper has issued 
a new rate card. 


Salditt Promoted 
By Harnischfeger 


Frederick Salditt has been ap- 
pointed manager of the export divi- 
sion of Harnischfeger Corporation, 
Milwaukee, manufacturer of indus- 
trial and contractors’ equipment. 

Mr. Salditt has been with the com- 


MEAT 
PACKING 
~ 57.1%: 


All Others In 
Food Field 


COST OF MATERIALS, 


a 


EQUIPMENT AND SUPPLIES 


All Others In 
Food Field 


NUMBER OF PLANTS 


Only 5.3 per cent of all of the plants in the food field are in 
the meat packing and allied industries—yet they account for 
37.1 per cent of all materials, equipment and supplies purchased! 


Every day the industry spends MILLIONS OF DOLLARS for 


materials, equipment and supplies. 


Every day the industry 


places thousands of orders with manufacturers whose products 
are required for efficient operation of the 2586 plants in the 


field. 


The meat packing and allied industries compose a compact 
market which can be cultivated with minimum expense and 


maximum results. 


This is a progressive, alert industry that 


is rapidly modernizing power generating, operating, process- 
ing and manufacturing facilities. And it is a responsive indus- 
try, an industry that is following closely the editorial sugges- 
tions of THE NATIONAL PROVISIONER. 


Make your advertising and sales promotion dollar bring maxi- 
mum results from the great meat packing and allied industries 


—use THE NATIONAL PROVISIONER! 


Let us show you the 


direct, effective methods of getting more business from The 
Nation’s First Industry! 


Pra 


THE MAGAZINE OF THE 


ATIONAL 


sione 


Meat Packing and Allied Industries 
407 S. DEARBORN STREET 


1031 S. Broadway, Los Angeles 


CHICAGO 


300 Madison Ave., New York 
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NEW WIRE ROPE. 
STORY TOLD IN 
FORCEFUL COPY 


American Cable Blazes Trail 
for Licensees 


CONTRAST IN WIRE ROPE COPY 


FRANK QUESTIONS 
about WIRE ROPE SEIZING 


1. WHY DO ARTISTS HATE TO PICTURE IT? 
2. WHY DO SOME MANUFACTURERS HATE TO PICTURE IT? 
2. WHY DOESN'T TRU-LAY eequiet it? 
. 

ever handied non-preformed wire rope knows that, when 
cut, i requires seizing Yet how many manufacturers of non-preformed wire 
s of seized ends in catalogs or other advertisements’ 

re eyesores” to artists who produce the illustrations 


LWHY DO ARTISTS HATETO 3 WHY DOESN'T TRU-LAY 
5 PICTURE SEIZING? REQUIRE SEIZING? 
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TRU LAY preformed ewe rope  relased The 
wel rage of errs ond Hiende practi e 


2. WHY DO SOME MANUFACTUR 


New York, Aug. 30.—Wire rope in cunmaie nanaaiemmne 
days gone by may have been just | °°’. 
wire rope, but today it is the subject 
of several intensive advertising cam- 
paigns in industrial papers with vig- 
orous copy marking its presence. All 
the excitement centers around a prac- 
tice of performing the strands of 
wire that make up the cable and the 
American Cable Company is mincing 
no words in presenting the new de- 
parture, as an improvement over 
ordinary wire rope. 

The first piece of American copy | <== ——SSSSS==— — “ae 
of the aggressive nature broke last | Quarry and Rock Products. Laying |(1) Why Do Artists Hate to Picture 
month in Construction Methods, En-|the ground work for subsequent|It? (2) Why Do Some Manufac- 
gineering News Record, Manufac-| pages, a bold heading featured “3 | turers Hate to Picture it? (3) Why 
turers’ Record, Mill & Factory, Oil| Frank Questions About Wire Rope | Doesn't Tru-Lay Require It? 
and Gas Journal, Oil Weekly, Pit & | Seizing,” followed by the questions The copy then proceded to “‘show- 


Sa sym Sing se by Wickwire Spencer : 
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Initial copy of the new American Cable Company op to —_ 
makers of this 


. 
on an 


Sell the a 
Product Engineeri 
reader and get _ 
ORDERS for — 
‘CARLOAD LO 


G 
Brown Bros. 


RUCK manufacturers, 
for example, buy parts and 
materials in huge quantities. 
One manufacturer’s monthly pur- 
chases of just a few items (see table) 
fill six times the number of freight cars 
shown in the photograph. 


Here’s a sam ple of what one well- 
known truck manufacturer purchases 


every month: 
This is only one of many groups of manufacturers : 


reached through advertising in Product Engineering. 
This magazine serves the makers of machinery and 
“engineered” metal products, ranging from adding 
machines and household appliances, up to the heavier 


Gears .. 32 carloads 
.400 carloads 


70 carloads 


Pressed metal parts. 
Springs .. 


, Balls, for ball bearings 300,000 

ik i er shovels, machine . 
= like automobiles, oe oo “ Rolls, for roller bearings 2,000,000 
en ae Plain bearings. 7 tons 


Product Engineering readers are the engineering ex- 


: : : Universal joints 
ecutives of their companies .... chief engineers, vice- 


4 carloads 


5 : . V-belts 7 7 miles 
presidents in charge of Cngincering, chief —— Fittings for lubrication.......... ... 3 tons 
| mechanical engineers, designing engineers, etc. These Se yee 3.750.000 
are the men who create their company’s product. If none galt 700,000 
Ww i ype of bearing, is to : ; ae . 
dong altoy steel, or a different 7 a ag ee Alloy-steel bolts and fastenings .6 tons 
be used, it is almost always as a result of their initia- . ' . 
. . merthecations issue £ Small pipe fittings. 1.5 tons 
tive. The actual designs and specifications issue from : 
: Rubber parts (other than tires). . carloads 
cheir offices. mera seas ou Rithations ave 
° e wioide parts suc as akelite yt OPs 
Once you sell the Product Engineering eine you hale aig iw cpaaadieaie 
have landed a customer rye’ buys a - Sioiates ak seatek.. epi sens 
> ‘ »€ 26 > ; sc Cc oO P 
large quantities. 8000 of these men subscri <ganr pps 


Product Engineering. Ic is their chosen professional 


. . . . . 1 7 | F Is 
paper. Total distribution is 9000 copies. Ansmnioumn ee 


Nw 


Alloy steels 8 carloads 


This is the key magazine for advertising parts, mate- 


PRODUCT ENGINEERING 


330 West 42nd Street, New York 
(Member A.B.C. and A.B.P.) 


up” manufacturers of non-preformed 
wire rope for not truly picturing their 
product with frayed ends, which is 
the. actual condition of such cable 
when the ends are not seized when 
cut. Thus the opening blast laid all 
‘cards on the table and publicly served 
notice to wire rope makers to illus- 
trate their product with seizing or 
with frayed ends if it is not of the 
preformed type. 


Questions Are Answered 


The text of the advertisement an- 
| swered the questions raised in the 
| heading one by one, first explaining 
|that the artist no more desires to 
{spoil his perfect drawing of a piece 
of cable by showing the loose ends 
of its component strands or by show- 
ing the seizings on the end than he 
would to picture a beautiful maiden 
with a bandage around her neck. 

The manufacturer hates to show 
seizing on his product, the copy 
stated, because by so doing he auto- 
matically declares that his wire rope 
has internal tension and is never re- 
laxed, two negative points absent 
from American preformed cable. 

The third question is answered by 
explaining the Tru-Lay preformed 
idea and why it makes a better wire 
rope. 


Unusual Situation 


On the surface, the tone of the copy 
is quite brazen and ruthless, but a 
new aspect appears when it is learned 
that the process of preforming wire 
rope is patented and controlled by 
the American Cable Company which 
in turn has licensed practically every 
important manufacturer of wire rope 
in this country and many foreign 
countries to make a preformed prod- 
uct. This, then, places the copy in 
the position of establishing the merits 
of the new type cable in a most im- 
pressionable manner, thus creating 
a market and sales for it regardless 
of brand on which the American 
company profits through its royalties 
on the processing. 


While some of the licensed manu- 
facturers feature the preforming idea, 
notably the Hazard Wire Rope Com- 
pany, Wilkes-Barre, Pa. most of 
them merely allude to it. 

In the meantime, American Cable 
Company released the second page of 
the new series in industrial papers 
appearing late this month. This copy 
continued the forceful presentation 
of the Tru-Lay preformed principle 
and launched another aggressive 
thought with an equally bold head- 
ing: “If you do not use or specify 
Tru-Lay Preformed Rotary Lines it’s 
probably because you do not know 
that Tru-Lay costs more!” The text, 
however, explains that the extra cost 


the additional 
will render. 

As a contrast to the American copy 
is the current series of pages being 
run by the Wickwire Spencer Steel 
Company, New York, which each 
month depicts and explains a helpful 
hint to make wire rope last longer, 
indicating to the reader that the 
manufacturer has the solution to all 
wire rope problems and he is invited 
to consult with it on all such ques- 
tions. 

In a box at the bottom of the Wick- 


service the product 


will actually be more than offset by | 


LETTERS FROM 
DEALERS SELL 
OTHER DEALER 


Unique Mail Effort Adds 
Many New Accounts 


Worcester, Mass., Aug. 30.—In ay 
attempt to develop the business gf 
a selected list of oil dealers, the 
White & Bagley Company, marketer, 
of Oilzum, has concluded the majo; 
portion of a specialized promotion 
which resulted in the actual sale of 
nine per cent of the dealers solicited 
An unusual letter campaign was em. 
ployed. 


Consulting with its jobbers, the 
company found there were 1,10) 
dealers of a highly select nature 
which the jobbers would like to sel] 
Only those dealers selling above a 
certain minimum amount of oil were 
solicited and only those with a good 
credit rating were selected. 


The promotion was made up en. 
tirely of direct-mail advertising of 
a unique nature. Instead of mailing 
the messages from the home office 
over its own signature as customary, 
the firm sent the selected dealers a 
series of letters written by dealers 
who had been selling Oilzum, the 
letters being mailed from the cities 
in which the dealers were located. 


Signed By Dealers 


Following this plan, one letter was 
“written” on a letterhead of a Min- 
nesota automobile service firm and 
signed by the owner of that busi- 
ness. Another letter was from a 
South Dakota firm, another from a 
New York town, etc. Thus the let. 
ters apparently originated in the 
offices of dealers from many parts 
of the country who told the various 
reasons why they liked Oilzum, why 
they pushed its sale—all of which 
suggested that the dealer-prospect 
should also stock it. 


The letters did not bear the name 
of the White & Bagley Company in 
any instance. They of course orig: 
inated in its offices, being prepared, 
processed there and sent to the post- 
masters of the various post offices 
for mailing so that the letters all 
bore postmarks of the city repre 
sented on the letterhead. All this 
was done with the permission of the 
dealers whose names, comments and 
|signatures were used. 

The letters were timed so that 
they arrived just four days apart. 
thus keeping the prospect’s atten: 
tion during the entire series. Each 
prospect received 15 letters. 


Tied-In With Jobbers 


The dealer campaign was contin- 
ually tied-in with the jobber activi- 
ties by mailing all jobbers a special 
bulletin notifying them of each letter 
sent. These bulletins gave the name 
and address of the dealer who was 
issuing that particular testimonial 
and a copy of the actual letter was 


wire page both preformed and seized 
wire rope is pictured with a state- 


both kinds. 


Jones & Laughlin Gains 
In Record Quarter 


Jones & Laughlin Steel Corpora- 
tion reported a net income of $886,- 
252, equal to $1.51 a share on the 7 
per cent cumulative preferred stock, 
for the second quarter of 1934, com- 
pared with a loss of $1,682,801 a year 
ago. 


For the first six months of this 
year the company showed a loss of 
| $1,038,272, contrasted with a deficit of 
| $3,743,446 in the first half of 1933. 


To Study Budgets 

The Engineering Advertisers’ As- 
sociation, Chicago, has mailed ques- 
tionnaires to active members of the 
N. I. A. A. in a survey on “Industrial 
Advertising Budgets” to be pub- 
lished in November. It will be the 
first study made of budgets since 
1932. 


ment that the company manufactures | 


enclosed. This enabled the jobber 
|to visit the prospect and emphasize 
‘the most important points in his 
talk. 

After the two months’ campaign 
/was over, the White & Bagley Com: 
pany then wrote to the prospects on 
its own stationery disclosing the 
‘real sponsor of the letters and Uré 
ing them to buy Oilzum. 


Following a _ period of geveral 
weeks during which jobbers Te 
ported results to the main office. 


figures were tabulated showing that 
nine per cent of those selected. 
highly desirable dealers were sold. 
The figures include only those wh? 
were actually sold in addition to 
which are many who have bee? par 
tially “sold” and who may handle 
the product later. 


Moves Offices 


The Mahogany Association, Inc., 
has moved its offices from New ’ . 
to 2010 Mather Tower, Chicaée 
yeorge Lamb has_ been placed 
charge of trade extension work. 


Septem 
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il DISCOVERED 
BY DRAKE, SOLD 
BY ROCKEFELLER 


il and Gas Journal’”’ Gives 
History of Industry 


Tulsa, Okla., Aug. 30.—Drake, the 
yscoverer Of oil, died in poverty. 
gockefeller, the marketer, won fabu- 
ys riches. 

This is one of the pointed morals 
ntained in the Aug. 23 issue of 
1and Gas Journal, marking the dia- 
gond jubilee of the petroleum indus- 
vy, This 334-page edition of the 
tulsa weekly presents for the first 
ime anywhere a complete story of 
jin all its branches and divisions. 
The development of producing, re- 
ing, pipe lining and marketing of 
| js traced from its beginning and 
e history is authentically and com- 
setely presented with appropriate 
nd interesting illustrations. 

Edwin Laurentine Drake began 


500 


products weve 
helped to sell 


THERE just isn’t any 
substitute for experience, 
ind when it comes to indus- 
tial advertising service, 
ack of experience is sure to 
mean lack of adequate re- 
turns on the advertising in- 
vestment. 


Through our work for more 
than 30 regular clients, we 
lave learned much in a wide 
variety of fields—and about 
the selling of many products 
—500 of them are produced 
ind sold by our clients. 


’y looking through this list, 
nN executive interested in 
‘nding an industrial agency, 
ttady - made to help him 
uickly, could mighty soon 
ll whether or not this is 
“Ne agency he wants. 


Ve'll eladly arrange an op- 
rtunity with this end in 
W—without imposing any 
ligation to go farther. 


ND COMPANY, Ine. 


LASS & INDUSTRIAL 
ADVERTISING 


Patk Ave. Philadelphia 


‘® York, Office: 
\, : 3701 N. 
Broad St. 


Member A. A. A. A. 


“SON-RUMRILL ASSOCIATED 
‘seccaigg St. Rochester, x, ¥. 
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PUBLICITY 


Kenneth C. Magers, publicity manager, 

Union Gas & Electric Company, Cincin- 

nati, is chairman of the N. |. A. A. Con- 
ference Publicity Committee 


400-Page Book 
On Industrial 
Marketing Out 


New York, Aug. 30.—‘Industrial 
Marketing,” a 400-page volume just 
published by Prentice-Hall, Inc., New 
York, will prove a welcome addition 
to the libraries of industrial adver- 
tising and sales executives. The au- 
thor is John H. Frederick, assistant 
professor of commerce and transpor- 
tation, Wharton School of Finance 
and Commerce, University of Penn- 
sylvania. 

While Prof. Frederick advances 
some interesting ideas of his own, 
his chief effort appears to have been 
to put between the covers of one vol- 
ume all of the salient information 
about industrial marketing which has 
appeared in any medium. He refers 
to many articles which have ap- 
peared in Crass & INDUSTRIAL MAR- 
KETING during its 18 years of ex- 
istence. 

In his preface, the author ex- 
pressed special thanks te William E. 


drilling a hole in the ground at Titus- 
ville, Pa., in May, 1859, the good 
townsfolk enjoying many a hearty 
laugh over this new method of get- 
ting rid of money. The enterprise 
identified by the crude derrick be- 
came known as “Drake’s Folly,” and 
the snickers became more and more 
numerous and prolonged as the days 
rolled by, the hole became deeper— 
and nothing happened. 

But skepticism gave way to amazed 
silence on Aug. 27, 1859, when the 
world’s first oil gusher “came in.” 
Oil poured from the ground and a 
new industry came into being. 

But Drake failed to realize the por- 
tent of his find. He drifted into other 
fields, and died a few years later as 
the ward of the state, which voted 
him an annuity of $1,500 during his 
lifetime. 

The Sales Genius 


Enter John D. Rockefeller, just 
reaching manhood’s_- estate, but 
possessor of a violent passion for 
facts. Not until 1865 did young 
Rockefeller gain enough confidence 
in the future of this new business to 
dispose of his produce firm and in- 
vest all of his eggs in one basket, as 
the saying went. 

Once in, though, things moved 
rapidly. Rockefeller did not sit down 
to await the coming of the automo- 
bile industry. Light was the big need 
everywhere. Rockefeller made _ oil 
lamps so cheap throughout the world 
that a market for his oil was assured. 

This is the human side of the oil 

industry. Here are a few of the facts 
given by Oil and Gas Journal about 
the giant whose bonds were loosened 
by Drake back in 1859: 
Investment in the oil industry 
since 1859, $13,000,000,000; annual 
expenditure to maintain reserves, 
$500,000,000; number of stockholders, 
2,250,000; number of employes, 2,000,- 
000; taxes paid on gasoline in 1933, 
$700,000,000; total taxes paid by in- 
dustry, 1921-1932, $4,862,291,000; total 
net earnings, $1,994,039,000. 


READER'S VIEW 
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C. E. Hooper, Clark-Hooper, Inc., New 

York, will tell the N. Il. A. A. Confer- 

ence “What Readers Tell Us About 
Advertisements." 


Cain, executive secretary of the 
Joint Merchandising Committee of 
the Mill Supply Industry; to H. J. 
Payne, secretary of Associated Busi- 
ness Papers, Inc. and to I. W. 
Wilder, chief of the market research 


EXHIBITS 


New Drive Is 
Launched for 
Square D Line 


Detroit, Mich., Aug. 30.—A fall and 
winter campaign, which will be cen- 
tered largely in industrial publica- 
tions, was launched this week by 
Square D Company, through its Chi- 
cago agency, Reincke, Ellis, Youn- 
green & Finn, Inc. 


The campaign, described as a con- 
certed effort to corral as large a por- 
tion of the electrical equipment busi- 
ness as is possible, which the com- 
pany hopes will arise out of in- 
creased industrial activity this fall, 
will tell the company’s story by fea- 
turing actual case histories of or- 
ganizations that have resorted to the 
Square D products to avert the re- 
occurrence of accidents that have 
arisen out of faulty or inadequate 
electrical equipment and have re- 
sulted in damage to the machinery. 

The copy will break in September 
in a list of publications which include 
Electrical Contracting, Electrical 
Wholesaling, Factory Management € 


H. V. Mercer, assistant director of pub- 
licity, American Rolling Mill Company, 
Middletown, O., is chairman of the N. 
1. A. A. Conference Exhibit Committee. 


department of Henry Disston & 
Sons, Inc., who read portions of his 


manuscript. Maintenance and Product Engi- 
The price of the new volume is| neering. Time is the only general 
$3.50. magazine on the schedule. 


policies. 


. Whether you are a professional 
space buyer—or buy space in addition to other 
duties—industrial advertising is so highly spe- 
cialized that you will find “The New Technique 
in Industrial Publishing” an enlightening book. 
Exposes fallacies in choosing media—reveals 
facts—inspires helpful self-analysis of present 
We'll send it with our compliments 


and without obligation, if you mail the coupon 
promptly ! 


BIGGER IN CIRCULATION ® 
x**x* BIGGER IN RESULTS 


THE CIRCULATION OF INDUSTRIAL POWER does 
not double back in any one plant. Excepting a few large 
concerns, one copy only goes to a plant. And that plant 
has been carefully selected for financial rating, horse- 
power requirements, production, number of employes 


and other reliable criteria indicating purchasing power. 


EACH MONTH ONE COPY OF INDUSTRIAL POWER 
is circulated in over 42,000 “picked” plants. By actual 
check we found that it is read by an average of 2.7 per- 
sons per plant—they being principally the officials and 
executives whose combined okays must sign the buying 


order. 


ONE COPY OF INDUSTRIAL POWER is able to reach 
an average of nearly three executives per plant because 
of a practical routing flap built into the magazine. It is 
read thoroughly by these busy executives because of its 


size and style. 


INDUSTRIAL POWER is brief and cogent. 


A MAGAZINE FOR ENGINEERS AND INDUSTRIAL EXECUTIVES 


Industrial Power 


MAUJER BUILDING 


ST. JOSEPH. MICHIGAN 


Mail This TODAY! 


INDUSTRIAL POWER, Maujer Building, St. Joseph, Michigan 
Please send, without obligation, the booklet “‘The New Tech- 
nique in Industrial Publishing” and any other information you 
think I shall value. 

Name 
Position 
Company 
Products 
Street 
City 
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CLASS & INDUSTRIAL MARKETING SECTION 


SPACE BUYER’S GUIDE 


A Classified Advertising Section for Industrial, Trade & Class Publications 


Baking 


BAKERS’ 


880 8. Wells 8. (Chicago 
gett, 10 E. 39th St., Caledonia 5 -5503. Established 
453]. The oldest American ULakers’ magazine. Edi- 
torial policy: Aid for bakers in all phases of pro- 
duction «and hneinese management. Eminent authori- 
ties on staff. Circulation—paid, non-premium and over 
90% by mail. Advertising—resultful, reaching major 
buying power of the industry. Includes most prominent 
GOVET Liners Keaches UVakery buyers at low cost per 
thousand. Bakery experts analyze and make baking 
tests. Isued every other Saturday. Forms close 10 


HELPER 


New York W. F. Leg- 


days preceding. Type page, 7x10. Page rate: 26 
times, $100; 13 times, $110 Half-page rate: 26 
times $55: 13 times $62 Subscription, $2 a year. 
Member A. B. P. and Cc. 

BAKERS’ REVIEW 
830 W. 42nd 8t.. New York City; Chicago office, 


Chas. B. MacDowell, manager, 11 8. La Salle St. 
Established 1898. Filled from cover to cover with 
brief, authoritative articles, everything in a con- 
eise and quickly assimilated form. Complete cov- 
erage—over 30.000—reaching every bakery owner in 
the country at lowest rate in this field, four-tenths 
of a cent per reader. Maintains laboratory for bak- 
ing tests supervised by chemist and practical baker. 
Published monthly on the first. Forms close ten 
days preceding Type page 4%x7. Page rate, 12 
times, $120; half-page, $65, quarter-page, $35. 
Member Controlied Circulation Audit. 


BAKERS’ WEEKLY 


New York; Chicago office, 360 N. 
Publiehed every Saturday. Subscrip- 
$2 a year. Forms close 10 days in advance 
be publication. Rates: less than three pages used 
within one year, $150 per page; 52 pages within one 
year, $100 a page. @ page size, 7x10. Member 
Audit Bureau o ‘Cireslotinon and Associated Bus!- 
ness Papers, inc. Largest net paid circulation in 
field, lowest advertising rate per thousand paid sub- 
scribers. Operates completely equipped Experimental 
Bakery and Laboratory in New York headquarters 
with staff of full time chemists and expert bakers. 
Inquiries invited regarding industrial requirements 
and marketability of any product; reports submitted 
without obligation to manufacturers or agencies. 


45 W. 45th 8t., 
re Ave. 


Breweries 


MODERN BREWERY 


Faw monthly by Modern Brewery, Inc., 205 E. 
42nd St., New York City. Covers the entire brewing 
and allied industries. A total monthly circulation 
of over 4500 Publishing date, fifteenth of each 
month. Type page 7x10. Rates, 12 pages within 
one year, SToo. 8 pages total, $116 per page; 4 
pages, $126 per page, and less than four pages $138 
per puge. Advertising copy should be received by 
publishers ten days prior to publication date when 
proof ie desired 


THE WESTERN BREWER, NATIONAL BREWERS’ 
MONTHLY 


(Established 1876), published by H. 8. Rich & 
Co.. 431 8S Dearborn St., Chicago, Ill. A monthly 
journa! devoted to the brewing, bottling, malting 
and allied industries. Published the fifteenth of earh 
month. Page size, 7x10 inches. Rates: One 
page, one time, $100; 12 times, $70; one-half page. 
one time, $60; 12 times, $46; one-quarter page, one 
time, $35; 12 times, $25; one-eighth page, one 
time, $24; 12 times, $15 Advertising copy should 
be in publishers’ hands ten days prior to publication 
date if proof is desired. Plates can be used if re- 
ecived five days prior to publication date. 


Coal 


THE BLACK DIAMOND 


A weekly journal reaching all branches of the coal 
industry, published continuously for the past 45 
years at Chicago; main office, Manhattan Building; 
branch offices, Whitehall Bldg.. New York; 201 State 
Theatre Bullding, Pittsburgh; Room 417, 622 
Broadway. Cincinnati; Investment Building, Wash- 
ington Its vigorous editorial policy has made it 
a dominating factor in the trade. Size of . 
0x12 inches Page rate, one time, $90; 52 time 
tate, $78; half-page, one time, 
Quarter-page, one time, $26; 52 times, $21. Issued 
Saturdays. Last forms close Tuesday preceding date 
of issue. Subscription price, $5 per year 


Dental 


THE JOURNAL OF THE AMERICAN DENTAL 
ASSOCIATION 


212 E. Superior St., Chicago, Il., ts the Official 
Advertising Medium for dental products and has 
the largest paid circulation of any dental publica 
tion Total circulation, 36,752. The Journal its 
fasued the first of each month. Forms close first 
of month prior to publication. Type page, 4%x7% 
inches. Yearly rates: One page, $112.20; half page 
$6..15; quarter-page, $42.50; eighth-page, $28.90 


Farm Implements 


FARM IMPLEMENT NEWS 


431 S. Dearborn S8t., Chicago. For manufacturers 
jobbers and dealers interested in implements, trac- 


field. First publication on nine out of ten lists. 
Read by most of large foreign implement import- 
ers all over the world. 


Grain and Feed 


GRAIN & FEED JOURNALS CONSOLIDATED 
$32 8. La Salle St., Chicago. A merger of Grain 
Dealers Journal (established 1898); American Ele- 
ator & Grain Trade (established 1882); Grain 
World (established 1926), and The Price Current 
Grain Reporter (established 1844). 
ond and fourth Wednesdays of each month. 
forms close Saturday preceding publication date. 
Paid circulation exceeds 5,000; total, 6,000. To op 
erators of grain elevators, feed grinding and mizing 
plants, field seed handling and processing plants. 
These fields are reeognized as the largest users of 
complete elevating, conveying and power transamit- 
ting equipment, and all other equipment for the 
handling and processing of grain field seeds and 
for the grinding and mixing of feeds. 


Hotels 


THE HOTEL MONTHLY 


950 Merchandise Mart, Chicago. Published 15th 
of month. Forms close lst of month. Type page. 
7x10 One-time page rate, $125; half-page, $70; 
12-time page, $100; half-page, $60. Agency dis- 
count, 15%. Subscription, $1. Leading hotel tech- 
nical journal. Has held the confidence and respect 
of its field for 40 years. Read and kept for refer- 
ence by most of America’s leading hotel men. The 
subscribers represent a group directly responsible for 
the spending of almost a billion dollars yearly. Mem- 
her A. B. C. and A. B. P. Write f 


or Audit Bu- 
reau of Circulations’ statement. John Willy, Inc., 
publisher. 


Industrial 


MANUFACTURERS RECORD 


Baltimore, Md. For 52 years South's leading in- 
dustrial, consiruction and business paper. Published 
monthly 5th of each month. Forms close 8 days 
preceding. Type page, 7x10 inches. Financial and 
special one-time advertisements, $150 a page. One- 
time page rate, $126; 48-page rate, $96; 12-page 
sate, $112 No commissions. Subscription price, 
$2. Distribution, 8,000 copies monthly, of which 
85% are South. Reaches executives and operative 
officials of South’s important industrial, railroad, 
financial, public utility, engineering and construc- 
tion enterprises, as well as public officials, archi- 
tects, engineers, contractors and others in direct 
charge of the South's important activities. About 
15,000 items are published annually in the Daily 
Construction Bulletin, which is sent to regular ad- 
vertisers to help them develop Southern business and 
to subscribers, the annual subscription price being 
$10. Member A. B. C. Branch offices: New York, 
Chicago. 


Insurance 


THE NATIONAL UNDERWRITER-ROUGH 
NOTES GROUP 


including the National Underwriter, weekly, fire and 
casualty; National Underwriter, weekly, life; Insur 
ance Salesman, monthly, life; Rough Notes, monthly, 
fire and casualty; Insurance Decisions. monthly, in 
surance law; Casualty Insurer, monthly, casualty 
and surety; The Accident & Health Review, monthly, 
accident and health; The Industrial Salesman, 


monthly, industrial life, health and accident. Total 
circulation, over 70.000, covering home offices and 
agencies in all branches of insurance in entire 
United States. Largest insurance publishing organ- 
ization in the world. Several memberships in A 
B. C., A. B. P. and National Publishers’ Asso 
ciation. Commission 13-2 to advertising agencies, 


except on 
Cincinnati, 
troit, Des Moines, 


insurance advertising. Offices: Chicago, 
New York, Hartford, Indianapolis, De- 
Atlanta and San Francisco. 


Liquors and Wines 


BOWNE’'S WINES & SPIRITS 


Published monthly by Modern Distillery, Inc., 205 
E. 42nd St., New York City. Covers the entire 
liquor and wine industries, Publishing date, tenth 
of each month. Type size 7x10. Rates, 12 pages 
within one year $100; 8 pages total, $116 per page; 
4 pages. $126 per page, and less than four pages 
$138 per page Advertising copy should be received 
by publishers ten days prior to publication date 
when proof is desired. Horave I. Bowne, the editor- 
in-chief, was before prohibition, vice-president, gen- 
eral manager and editor of the oldest and largest 
wine and liquor magazine in the United States. For 
all advertisers, the publishers issue a weekly news 
and tip service. 


MIDA’'S CRITERION 


Published by the Gillette Publishing Co., Daily 
News Bldg., Chicago. Served the liquor and wine 
trades for thirty-five years prior to Prohibition and 
was the undisputed leader in its field. Mr. Lee W 
Mida, the son of the original founder, and for many 
vears co-publisher with his father, is the present 
editor-in-chief. Assisting him are a number of the 
old contributors, both in this country and abroad. 
Circulation—Complete coverage of the liquor and 
wine field, including distilleries, wineries, import 
ers, wholesale liquor and wine dealers, and a select 
list of outstanding retailers. Weekly news service 
to advertisers. Due to the ever-increasing activity 
on the part of the trade rehabilitating plants, buy 
ing old stocks, equipment, supplies, etc., the pub- 


tors and other farm equipment lines. Issued bi 
weekly, Thursday. Closes 7 days preceding. Type 
page, 724x104. One-time page rate, $120 Mem- 
ber A. B. C. Issues Buyers’ Guide to Farm Imple- 
ments, annual directory Also the Tractor Field 
Book, issued annually in July. Recognized national 


paper of this field. Established 1882; oldest in the 


lishers are furnishing advertisers with a weekly tip 
service advising of these activities. 


= 


TRACE MARR REG US PAT OFF 


Scomo-orint 


CATALOGS—SU PPLE MEN TS—FORMS 
PARTS LISTS—ANNUAL REPORTS—ETC. 


This quick and economical lithographic method of fac- 
simile reproduction will help you make a substantial 


saving in time and money on many of your printing 
requirements—Eliminates engravings and composition. 


Write or phone 


us for samples 


and information about Econo-print 


Econo-print Department 
MAGILL-WEINSHEIMER COMPANY 


1322 SOUTH WABASH 


AVENUE—CHICAGO 


Telephone Calumet 7200 


Lumber 


Textiles 


AMERICAN LUMBERMAN 


431 8. Dearborn 8t., Chicago, [ll Established 
1873. News of national scope embracing all branches 
of the lumber industry; primarily a principal's 

newsparer particularly edited for men who ide 
destinies of large enterprises. More than 100 paid 
correspondents located in the principal lumber pro- 
ducing and marketing centers supply late happen- 
ings each week. Special features provide merchan- 
dising ideas, legislation at Washington, transporta- 
tion matters, markets and news regarding lumber- 
men and lumber concerns. Agency commission, 
15%, when complete plates are furnished, otherwise 
10% with 2% for cash. We invite inquiries for 
rates and surveys. 


Milk 


MILK PLANT MONTHLY 

327 8. La Salle St., Chicago. Covers fluid milk 
industry. Read by milk plant owners, executives, 
scientific and technical staff, managers, etc. Pub- 
lished on the Sth. Forms close 15th preceding 
Type page size, 7%xl0. Subscription, $2. For- 
eign and Canada, $3. Member A. B. C. Agency 
commission, 15%, when Lills are paid in full by 
20th of billing month. One-time page rate, $100; 
half-page, $57; quarter-page, $35. Twelve times: 
page, $85; half-page, $45; quarter-page, $26. In- 
serts 90% of earned page rate. Representatives 
New York and San Francisco 


Non-Metallic Minerals and Products 


ROCK PRODUCTS 


330 8. Wells St., Chicago. Devoted to the pro- 
duction of cement, lime, crushed stone, gypsum, 
phosphate, sand and gravel and other rock products. 
Circulation covers 95% of the tonnage and purchas- 
ing power of industry. Members A. B. C. and 
A. B. P. Pulished monthly; issued 25th of month. 
Forms close 10 days preceding publication date. 
Type page size 7x10. Advertising rates: 13 times, 
page, $130; half-page, $70; quarter-page, $47; 
eighth-page, $28; 7 times, page, $145; half-page, 
$80; quarter-page, $55; eighth-page, $35; one-time 
rates: page, $175; half-page, $95; quarter-page, $65; 
eighth-page, $40. Rates for covers, preferred posi- 
tions, inserts and color on epplication. New York 
wae. 250 Fifth Ave.; Cleveland, O., 522 Citizens 


Paper 


ENVELOPE & SPECIALTY PAPER INDUSTRY 


185 N. Wabash Ave., Chicago 


Purchasing 


MACRAE’S BLUE BOOK 


(America’s Greatest Buying Guide.) Used by the 
most important of those who buy or specify in all 
lines of industry, including manufacturers, jobbers, 
steam and electric railroads, public utilities, con- 
tractors, architects, engineers, exporters, chambers 
of commerce, public libraries, ete. Circulation, 
13,500—more than 50 per cent greater than any 
somewhat similar publication. Over three thousand 
pages of valuable information, typographically com- 
pact. Pages, $375; half, $225; quarter, $125. An- 
nually, May 1. 18 E. Huron St., Chicago; 51 Mad- 
‘son Ave., New York. 


Refrigeration 


ICE AND REFRIGERATION 
435 Waller Ave., Chicago. New York office, 520 
Singer Bldg. Founded 1891. Published monthiy 
by Nickerson & Collins Co. The oldest and largest 
journal devoted to the refrigeration industry. It 
particularly covers the following fields: Ice, cold 
storage, packing house and allied industries. It is 
the official organ of 39 national, sectional and 
state trade organizations. It circulates among plant 
owners, plant managers, architects, consulting and 
operating engineers. Forms close 15th of month 
preceding date of issue. One-page rate, $110; three- 
page, $99; six-page, $93.50; 12-page, $82.50. Rates 
based on amount of space used within 12 months. 
Tvpe page 7T%x10% inches. Circulation sworn, 
net paid, 5,085. Subscription price, $3 per annum. 


Roads and Streets 


ROADS AND STREETS 


has been the leader for years in advertising volume. It 
carries more than double the volume of its nearest com- 
petitor. It is the only publication completely covering 
ite ulghWay construction and Maintenance tiarkel 
This $1,000,000,000 market is now showing the quick 
est recovery. The twice-a-week construction reports 
published and sent to the advertisers of Roads and 
Streets tell the story and show construction equipment 
and material manufacturers where this money is be- 
ing spent. Write for a sample copy of these con- 
struction reports. Gillette Publishing Company, 400 
W. Madison St., Chicago, Ill. 


Seed 


SEED WORLD 
325 W. Huron St., Chicago, Il. 
trade and associate lines, serving more than forty-one 
million customers, farmers and suburbanites. Seed 
World reaches retail. wholesale and mail order seed 
merchants, florists, nurserymen, hardware, drug and 
other dealer trade catering to agricultural and horti- 
cultural requirements. Seed World reader survey 
shows this to be an annual hundred million dollar 
market. For illustration—fungicides and insecticides 
sales per year alone amount to $7,200,000. Publish- 
ing staff includes agricultural college graduates with 
U. 8. Department of Agriculture training, and men 
of practical business experience in their respective 


Consider the seed 


tines. Published every other Friday. Forms close 
Monday preceding. Type page, 7x10. One-time 
page rate, $110; 26 times, $75. Agency commis- 
sion, 15%. Subscription price, $2. Write for 


sample copy, rate card, 
vopy of survey. 
Buyers’ 


circulation statement ang 
Publish also annually Seed Trade 
Guide and Directory. 


Telephone 


TELEPHONE ENGINEER 


(International Technical Journal.) 185 N. Wabash 
Ave., Chicago. Only monthly serving entire telephone 
industry, world’s largest utility. Annual equipment 
“xpenditure approximately billion dollars. Much of for 
eign equipment purchased in United States. Monthly 
publication gives advertisers 30-day life. Moderate 
nonthly appropriations assure consecutive contact 
vith buyers. Reaches executives, managers, com- 
nercial men, superintendents, engineers, plant men 
hief operators, wire chiefs, linemen. Articles on 
ngineering, maintenance, management, commercia) 
‘ractices. New modern cover, new typography, en 
‘mel paper throughout command maximum reader 
nterest Because advertising pages share extraordi 
vary reader influence, advertising effectively reaches 
hose originating or specifying pur: hases Aciver 
ising rates and circulation statement on request 


TELEPHONY 
"ublished every week on Saturday by Telephons 
“ublishing Corporation, 608 S. Dearborn St., Chi 
ago, telephone Wabash 8604. Contains the tele 
‘hone industry's news and articles on plant, traffic 
ommercial and engineering subjects. It is there 
ore read with interest by everyone in the telephone 
usiness, including executives, managers. engineers 
‘lant men, chief operators. wire chiefs and linemen 
subscription. $3 per year. Type page, 7x10. Cireu 
ation, 5.815. divided: Bell companies, 868; Inde 
endent companies, 4.947 All regular act ertiser: 
re entitled to complimentary copy of Telephony's 
‘Yirectory. containing complete list of telephone ex 
hanges and buyers of material. Advertising rates 
‘sample copy and breakdown circulation statemen! 
j on request. 


AMERICAN WOOL AND COTTON REPORTER 
530 Atlantic Ave., Boston, Mass. ““The recognized 
organ of the cotton and woolen industries of Amer 
ica" Member A. B. C. Published weekly; issuec 
Thursday. Last forms close Saturday noon preced 
ing publication date. Type page, 7x10 inches 
standard; one-time page rate, $150; 12-time pag: 
rate, $130; one-time half-page rate, $80; 12-time 
half-page rate, $65. Discounts to recognized agent: 
furnishing contracts and copy service; circulatior 
statement furnished on request; subscription price 
$4 


Tractors 


FARM IMPLEMENT NEWS 
131 8. Dearborn St., Chicago. Established 1882 
For the trade in farm operating equipment, includ 
ing implements, hardware, tractors, tractor equip 
ment. engines, lubricants and motor trucks. Issue 
bi-weekly, Thursday. Closes 10 days preceding 
Type page size, 7%xl10%. One-time rate, $120 
Member A. B. C. e only national paper in th 
general tractor field. Far in the leag on tracto: 
equipment advertising. Read by all tractor manu 
facturers. Has national jobber and distributor cir 


culation. Dealer circulation covers best tractor ter 
ritory. Also issues Tractor Field Book, annua) 
July. 


Industrial 
expositions 


Sept. 18-20. Association of Iron 
and Steel Electrical Engineers Con- 
vention and Exhibit, Public Audi- 
torium, Hotel Statler, Cleveland. 
John F. Kelly, managing director, 
1010 Empire Bldg., Pittsburgh. 

Sept. 19-21. National Petroleum 
Association at Traymore Hotel, At- 
lantic City, N. J. 

Sept. 20-22. 12th Annual Confer- 
ence National Industrial Advertisers’ 
Association at Cincinnati, O. Wil- 
liam E. McFee, Middletown, O., gen- 
eral chairman, 

Sept. 24-28. 
Association, at 


American Hospital 
Municipal Audi- 


torium, Philadelphia, Pa. 
Sept.28-Oct. 1. Industrial Exposi- 
tion at Convention Hall, Asbury 
Park, N. J. W. Earl Hopper, 
director. 
Oct. 1-5. National Metal Congress 


and Exposition, at Port of Authority 
Bldg., New York. 

Oct. 1-5. American Society for 
Steel Treating, at Port of Authority 
Bldg., New York. W. Eisenman. 
secretary, 7016 Euclid Ave., Cleve- 
land, Ohio. 


Oct, 8-12. Third American Exposi- 
tion of Brewing Machinery, Ma 
terials and Products, at Grand Cen- 
tral Palace, New York. 

Oct. 15-20. National Business 
Show at Port Authority Bldg., New 
York. Edwin O. Tupper, secretary, 
50 Church St., New York. 

Oct 15-20. Dairy Industries Ex 
position, at Cleveland, Ohio. 

Oct. 15-20. Eleventh Southern Tex- 
tile Exposition, at Textile Hall, 
Greenville, S. C. 

Oct. 22-26. 388th Annual Conven- 
tion and Exposition of the American 
Foundrymen’s Association in con- 
nection with the Fifth International 
Foundry Congress at Convention 
Hall, Philadelphia, Pa. 

Nov. 12-15. 15th Annual Meeting 
of the American Petroleum Insti- 
tute at Adolphus and Baker Hotels, 
Dallas, Texas. 


Nov. 12-16. National Hotel Expo- 
sition at Grand Central Palace, New 
York. Charles F. Roth, manager. 


Nov. 12-16. National Convention 
and Exposition of American Bottlers 
of Carbonated Beverages, at 106th 
Armory, Buffalo, N. Y. 


Nov. 19-23. Automotive Service 
Industries Show at Auditorium, 
Cleveland. 


Bodies” 
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AUSTIN SERVES 
SINTERPRETER 
OF NEW TRENDS 


(Continued from Page 1) 
Iron Age, Steel and other papers, in. 
cluding one or two in the general 
field, such as Time, Austin Compan, 
is directing a direct mail barrage ;, 
executives in specific fields. In aga. 
tion, it is devoting special attentiog 
to its own sales organization, whiq, 
has been compelled to burn some yj 
at night in order to keep up wit, 


Roches 
pigudler 


the necessarily new presentation, nd sales 
Austin has also kept other map) {imepeal lib 
facturers of building products ag,Mmiile th 
prised of its advertising program yimmuciously 
the mail route. One such letter oyJiears (0 
lined the campaign, included proofgmrosperot 
of current copy, and added: The cc 
“We know you are keenly intemilowed | 
ested in this common cause and wegmpressed 
solicit your cooperation. Throug vached 
the nation wide contact we have hajmunel sti 
with your able local representativesM™ach adv! 
we believe we are familiar wist that 
your new products and appreciata@melieves | 
the merits of your regular linommr eonte 
Should you have some new developfmrspects 
ment or particular item you wish tq@™pusiness | 
present, we will gladly work witiipivertisix 
you. ack & Si 
“On the other hand, if you need gm The sm 


new plant, an addition or an alteramfifty Ye« 


tion to an existing building, we ar@i expla 
anxious to serve you.” eel by t 
Directed at Chief Executives ey 
Chief executives of the capit Ar 
goods industries are not overlooke In 188 
in the drive to let industrial genera) m | 
know what Austin is doing to stim: aere. 
late business conditions, thus cre. worle 
ing goodwill and taking advantage '"‘° 
of the audience obtained by a lett — 
on the most discussed topic of Mm” 
day to do a little sales work. been 
One such letter accompanied ly @ ag 


reprint of the current advertisemeal 
injected this thought: —— 

. This advertisement picture 
what we are trying to do to get th 
capital goods industry back to work 

“If it can be justified, we hope tha 
you too will seriously consider 
structing a new plant, modernizin 
your present buildings, or we woul 
be pleased if you would urge other 
to build—whether we as a compal 
are directly concerned or not... 

“Perhaps you can profitably ¢ 
ahead with some expansion at thi 
time. If so, why not take advantag 
of our offer mentioned in the 4 \ 
tached reprint, to have our repr = 
sentative call. All we need is ale 
ter or phone call to start thing 
along.” h\ 8 

The letter was mailed to the pre 
dent of the concern addressed, 2! 
signed by G. A. Bryant, Jr., exe yf 
tive vice-president of the Aust 
Company. 

Inquiries resulting from either 4 
vertisements or letters are imm 
ately forwarded to the proper bral 
office which sends a salesman to! 


= d “You 
terview the prospect. Complete ! after 
ports on all interviews are made @ se g 
; Kin: 


filed for future reference if no ™ dines 
mediate action can be obtained. tries 
ine Ww ad 

As the company sells an engines aia 


FLEET OWNER | 
90 West St., New York, N. Y. Se 


k 
A summary has been made of the returns to a questionnaire on “True 
which appeared in a recent issue. 
will be sent, without charge, upon request. 


self-serviced fleets of ten or more automotive vehicles are reached 
monthly by 


: off —1 
ing and building service, the © than 
paign is designed to call attention! ~ th 

Sales 
the need for that service generall vertic 
and to help Austin salesmen mak to ge 
contacts with responsible officia Presid 
who will employ that service. wd | 

. " 

The present copy carries the ¢ Walte 
mon heading, ‘Industry nee Bake 
On,” and is being placed by Full "icy 
& Smith & Ross. house: 

Cens 

90.6 

Vertis 

Use fj 

the } 

(Read 

Mium 

ment 

Send 

Bakir 

“MAINE 


A copy of the summary & 
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ADVERTISING AGE 


15 


i) YEARS GONE, 
FAUDLER STILL 
} LOOKS FORWARD 


0 Busy for Reminiscing 


LITHOGRAPHED 


on Anniversary 


rochester, N. Y., Aug. 30.—The 
pgudier Company, celebrating its 
Weieth anniversary in a quiet way, 
.oms to be one of the advertising 
oi sales sensations of 1934. With 
peal liberating a few new markets, 
nile the company has held te- 
wciously to old ones, Pfaudler ap- 
ars to be well on the way to a 
ssperous old age. 
The company, however, has not 
jowed itself to be too much im- 
»ssed With the fact that it has 
ached the half-century mark. A 
spel stating the fact appears in 
sch advertisement, but it is appar- 
st that the Pfaudler organization 
viieves that making life miserable 
s» contemporaries or happier for 
nspects is the best way to stay in 
“@puiness for another 50 years. Hence 
itmmavertising copy has continued to 
wk a sales wallop. 
4 am The small panel bears the legend, 
orammeritty Years, 1884-1934.” Above it 
ams explanation, “Glass fused into 
vel by the Exclusive Pfaudler Pro- 
Beneath appears this brief 
essage: 


vita Anniversary Message 


In 1884 Pfaudler Invented glass- 
‘“Siod steel equipment and today is 
.. world’s largest manufacturer of 
is internationally used product. 
; constantly increasing applica- 
ns are all based on specific advan- 
“@iees—sanitation, prevention of con- 
Rnination, resistance to acids, de- 
niable low cost service. Because 


that alibi” 


er M/0omed 


e 
President Brown 
“You can make sales if you go 
after a market that is alive and 
doing business. Look here, the 
baking industry is now eighth 
among the manufacturing indus- 


tries in value of products. No 
Wonder our household market is 
of—bakers are making more bread 
than ever and are stepping on it 
for the cake baking. Now get those 
Salesmen after the bakers and ad- 
Yertise in a good bakery magazine 
to get more of that business.” 


President Brown is right. 
are taking baking out of the 
home That’s why Burnett’s Vanilla, 
W alter Baker’s Chocolate, Franklin 
Bake s Coconut, Calumet Baking 
Powder, cake flours, etc., are now 


being sold to bakers as well as 
housewives, 


Bakers 


Census figures show 7,775 bakers do 
".6°> of the business—so to “ad- 
Yertise in a good bakery paper,” 
_ BAKERS’ HELPER, reaching 
the buying power of the industry. 
Readers subscribe without pre- 
“rs offers or special induce- 


Send for sample pages from the 
aking Industry Blue Book. 


AbaKERSHELPER 


AUNE » BAKERY PRACTICE -y MANAGEMENT 


Ube 


“ wif Century of 
k Helpfulness ) 
—_ - diy 
ary 80S. Wells St., Chicago, Ill. 


BROADSIDES FEATURE PFAUDLER EQUIPMENT 


repel he ow ao ~ wo eters 
adheres te the negetvely charged mutece of persttin « rasan 
Likewise the collmde are taken out of sotution [os > ' te 
ee demsentete the prem eennce atch Oe Lawton dacmeesd 
ee ee ee ea | 
wes reer — y ve pt 
oy reenase « solstion You get tulh-bedied. welltiasored beer 
with « creamy heed- and that's what selle beer fo oe 
w ke ences secant ny to meer 


Powerful, smashing |7 x 22-inch direct mail pieces lithographed in varied two-color combinations are used 

by The Pfaudler Company, Rochester, N. Y., in support of its industrial paper campaign to six major 

industries it serves. The pieces are strong in illustrative and attention value and were designed to impress 

the prospect with the variety of ways in which glass-lined equipment is being used. Altogether, 212 
photographs were used to illustrate the entire series. 


of this, the dairy, ice cream, food, 
brewing, beverage, distilling and 
chemical process industries use it 
on a large scale. We can serve you 
likewise.” 

H. R. Hanson, advertising man- 
ager of the company, made some in- 
teresting comments on its problems. 


“Glass lined equipment is neces- 
sarily our principal argument,” he 
said, “but the reason for using it in 
various fields differs with problems 
arising within each field. In any 
case, we attempt to get wide cover- 
age of Pfaudler products and feature 
in every case what Pfaudler equip- 
ment does, always including the ad- 
vantages of glass lined steel. 

“Our advertising, both direct mail 
and trade paper, is supplementary to 
our sales work. We have about 
25,000 prospects, and inasmuch as it 
requires considerable time for any 
|/salesman to develop business, our 
main job is to acquaint every pros- 
pect with the advantages of glass 
lined steel and the engineering that 
Pfaudler is set up to handle.” 


Unusual Direct Mail 


| Mr. Hanson has done an excellent 
| job of telling the Pfaudler story, not 
| only in business papers, but in litho- 
graphed direct mail pieces, which he 
likes because of their attention 
value. 

One series to the dairy, ice cream, 
food, brewery, distillery and chem- 
ical fields, was designed to impress 
prospects with the variety of ways 
glass lined equipment is being used. 

“In these eleven mailing pieces” 
Mr. Hanson explained, “we used 212 
installation pictures. If one picture 
is worth 10,000 words, as the prov- 
erb claims, we apparently have said 
a mouthful.” 

While the return of beer and 
whisky reopened two of the com- 
pany’s primary markets, Pfaudler 
does not attribute all of its pros- 
perity to this fact. Sales to the 
chemical industry have shown 
steady increases for two years, the 
dairy industry, another big market, 
is making a spirited comeback, while 
other users of glass lined equipment 
are sharing the general recovery. 


Increased Its Coverage 


Pfaudler is celebrating its anni- 
versary by increasing advertising 
coverage of many fields. In the dairy 
industry, the company tells its story 
regularly in Certified Milk, Milk 
Dealer, Milk Plant Monthly and 
Canadian Milk Dealer & Ice Cream 
Journal, 


National Butter & Cheese Journal 


is used in the creamery industry, 
while Ice Cream Review and Ice 
Cream Trade Journal carry the 
story to the ice cream field. The big 
food industry is reached through 
Canning Age, Food Industries and 
Western Packer & Canner, while the 
chemical industry is given informa- 
tion through American Perfumer, 
Chemical & Metallurgical Engineer- 
ing and Drug & Cosmetic Industries. 


National Bottlers’ Gazette, Bowne’s 
Wines & Liquors, Mida’s Criterion, 
and Spirits are other papers used. 


The Pfaudler Company gives wide 
distribution to its house organ, ‘The 
Glass Lining.” The account is han- 
dled by Tyson-Rumrill Associated, 
Rochester agency. 


SURVEY SHOWS 
BEST INTERNAL 
SALES SET-UP 


(Continued from Page 1) 


do not believe in loading the general 
sales manager with responsibility for 
advertising managership as it has 
been our experience that one or the 
other activity will be neglected. 
Sales management is selling and 
directing men, while advertising 
management is largely purchasing. 
In our opinion the two functions 
should not be combined in one man, 
nor should the advertising portion be 
made a subordinate one to the sales 
management. 


“On the other hand an advertising 
manager, and, so far as possible the 
entire advertising department should 
be intimately familiar with the sales 
problem and the work of the sales 
department. Our solution is to pro- 
vide sufficient personnel in the ad- 
vertising department so that each 
can use a substantial portion of his 
time on sales work and when on 
sales work operating under the sales 
department, and when on advertising 
work the department has a separate 
existence reporting directly to the 
general management. 


Has Further Advantages 


“Our arrangement has the further 
advantage that fluctuation in the 
volume of advertising does not carry 
with it necessity for reduction or in- 


creases in personnel as the slack can 
be taken up by varying the amount 
of sales work handled by department 
members. 

“We appreciate that our rather 
unusual arrangement is probably not 
broadly applicable in many organiza- 
tions and particularly in larger 
organizations. However, in larger 
organizations it seems to us that the 
same result could be obtained by 
having separate sales and advertis- 


ing departments, each reporting to 
general management and following 
the practice of having advertising 
department personnel assigned to 
sales department duty for at least 
30 per cent of the time of each. It 
is important, of course, to make it 
clearly understood that the assign- 
ment is for the purpose of doing 
sales work and not for the purpose 
of ‘merchandising’ advertising plans, 
etc., to the sales organization. The 
assignment to the sales department 
should be for the purpose of produc- 
ing orders either directly, or in- 
directly, by coaching field sales per- 
sonnel,” 

Harry Neal Baum served as chair- 
man of the research committee, 
which was appointed by Milo BE. 
Smith, Chicago Bridge & Iron Works, 
as president of the E. A. A. Mr. 
Baum was assisted by O. A. DeCelle, 
International Filter Company, and 
H. W. Stoetzel, Republic Flow Meters 
Company. 

The report will be read at the N. 
I. A. A. Conference. 


Name Advisory Committee 
For National Power Show 


Irving E. Moultrop has been made 
chairman of the advisory committee 
of engineers and industrialists for 
the Eleventh National Power Exposi- 
tion to be held at Grand Central 
Palace, New York, Dec. 3-8. 

Other members of the committee 
are: Homer Addams, past president, 
American Society of Heating and 
Ventilating Engineers; N. A. Carle, 
manager, Puget Sound Bridge & 
Dredging Company; Paul Doty, 
president, The American Soeiety of 
Mechanical Engineers; Fred Felder- 
man, past national president, Na- 
tional Association of Power Engi- 
neers; 


Charles V. Haynes, president, 
Amercan Society of Heating and 
Ventilating Engineers; C. F. Hirsh- 
feld, chief, research department, De- 
troit Edison Company; O. P. Hood, 
chief mechanical engineer, U. S. 
Bureau of Mines; John H. Lawrence, 
Thomas E. Murray Company; Fred 
R. Low, past president, The American 
Society of Mechanical Engineers; 
David Moffatt Myers, consulting engi- 
neer; Fred W. Payne and Charles F. 


Roth, co-managers of exposition. 


for distribution to 


all worthwhile 


Metal and 
Non-Metallic 


Mines 


You can insure 


better results from your advertising if you give the buying 
power in this industry Catalog data on your products in 
this handy, consolidated industry Catalog. 


METAL-QUARRY CATALOGS, for the past 14 years, 
has been distributed to the key men throughout the mining 


industry (except fuels, sand and gravel). 


by these men whenever they 


It is referred to 
are in the market for equip- 


ment, materials and supplies because it gives them the 
kind of buying data they require—in the way they like to 


have it. 


The 1934-35 Edition is now 
tion in November. 


in preparation—for distribu- 


Detailed information and rates may be secured through our 
branch offices, or by addressing— : 


McGRAW-HILL PUBLISHING CO., Inc. 


CATALOG & DIR CTORY DIVISION 


330 West 42nd St., New York City, N. Y. 
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sults secured by the advertisers. 
Their success attracts others to advertise. 


ENGINEERS AND DESIGNERS DECIDE 
THE FATE OF YOUR PRODUCTS 


IF you sell parts, materials or accessories used in machines tell your story to the chief 
engineers and designers of the machinery builders. 


These men are held responsible for the efficiency of the machines they design. That's 
the reason they exercise the right to select the make or source of supply for all parts, 
materials or accessories used. 


Their search for new ideas for product improvement never ends. They read all the 
informative advertising and the entire editorial content of “the clearing house for new 


ideas on design”—MACHINE DESIGN. 


MACHINE. DESIGN completely blankets this field. It goes to the chief engineers and 
designers of more than 6200 plants that build machinery. It is edited exclusively for 
these men and by men of long experience in the field of machine design. 


Proof of Machine Design’s Value to You 


46% Gain 


in Advertising 


First Eight Months 


1934. 


Advertising in MACHINE DESIGN dur- 
ing the first eight months of 1934 shows 
a gain of 46% over the corresponding 
period of 1933. 


Circulation is valueless without reader interest. Reader interest is reflected by the re- 
Advertisers that get results continue to advertise. 


65% 
of the Original 
Advertisers Continue 


65% of the advertisers who used space in 
the first issue (September, 1929) of 
MACHINE DESIGN are still using space. 
Such a record speaks volumes for the pull- 
ing power and reader interest of MACHINE 
DESIGN. 


The Public Memory Is Short 


No company can bank very heavily on the acceptance it had a few years ago. Right 
now—TODAY—sources of supply are changing. This business is flowing to those ag- 
gressive organizations who sense that NOW is the time to use effective advertising. Direct 
it to the Chief Engineers and Designers of more than 6200 machinery manufacturers. 


Their first-choice publication is MACHINE DESIGN. 


MACHINE 


DESIGN 


THE JOHNSON PUBLISHING CO., CLEVELAND 
Affiliated with the Penton Publishing Company 


CLASS & INDUSTRIAL MARKETING SECTION September 1, 1934 
a 
ROMANCING WOOD Repub lic Gains CLINIC AUGUST ADVERTISING VOLUME FOR INDUSTRIAL, 
TRADE AND CLASS PAPERS 
New Outlets by aapesestes Gnesil aa 
. . Pages 1934 1935 
Consolidation 1934 1933 | Power Plant Engineering 45 24 
American Builder and ‘ end LS pgeinenbaenaes Be 47 
Building Age......... 28 2 | FeAllLWAY ABC .---eeaeees 94 
American Machinist .... 176¢ 118 | Railway Purchases and 
Youngstown, O., Aug. 30.—Repub- Architectural Forum.... 33 19 Stores «.geeeeeeeeeeees 34 23 
lic Steel Corporation, which is the Architectural Record.... 48 28 a eee seeees = 25 
ive Industries... 53 GR | SSCS SOW MCUMe oe eee ee es 4 
dominant figure in the proposed Awtomotive tngustries... $3. 6S |Eecthern Power Journal 18 st 
merger with Corrigan, McKinney Brewers’ Journal........ 81 103 | Steel ....eeeeeeeeeeeenes 107 80 
Steel Company and Truscon Steel Brick and Clay Record. 10 7 |Textile World........... 112 102 
Company, will make some important Bus Transportation..... 47 30 | W = Works and Sewer- iA 
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5 cal Engineering....... 107 64 pars pred —. 
Corrigan, McKinney has long been pect ance ba hin 49 37 Total ....ceeeececenes 3,045 = 2.419 
an important factor in the automo- —— Methods .. po = ——— 
. : tive field, one of its mills being at Bere Seseseeseke esas ss 
‘ - Veneer - Dimension | . Electric Traction and Bus American Exporter..... 133 
Lumber en : Monroe, Mich., only 30 miles from a rere 10 9 | Automobile Trade Jour- ” 
Walnut and Other Domestic Detroit. At Cleveland, on the water- Plectrical South......... 9 13 lla ima sepa «9 5.40 64 1 
and Imported Cabinet Woods nt, is capacity for making semi- Electrical West......... 16 16 | Boot and Shoe Recorder. 122 109 
le Soli ; ee hy : - f fh shi te to Electrical World........ 86 72 | Building Supply News 
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; onro , DURE aecceceest ver’ Commercial Car Journal 26 19 
g THe Mee COMPANY, Louisville, Kentucky gation, and for producing pig iron Rapueering News- _ 7 Domestic Engineering... 76 63 
’ OCOTE .cccccccesscece Farm Implement News.. 35 28 
— bars is ie ih ia lls il Pastary Management and << ~ Jewelers Circular....... 46 35 
fri — +t of ruscon , : aintenance .......... Southern Automotive 
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coast. National Petroleum News 111 88 | Traffic World 59 
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Paper Industry.......... 36 25 "ae 
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COMMITTEES T0 Advertising In 


Business Papers 


REPORT ON MANY: Shows Increase 
TOPICS STUDVED wesc tt tssaret 


publications for August continued to 
show an appreciable gain over the 
(Continued from page 1) volume for August of last year, ac 
dustrial Advertisers, Philadelphia, dae ge . st oe cong 
Pa., R. G. E. Ullman, Roland G. E. wou an ee ae ee 
prowl —— chapter committee | over the figures for the same month 
in 1933. The volume of business re 
Touch On Ethics ported for the first eight months of 
“Media Relations.” f the present year was 25,921 pages 
inform the m a dl peer ol = against 20,015 for the same period a 
ethical conduct of printed media and | 7°87 28° or 4 gain of 29.5 per cent 
to provide recommendations for im- The trade group made a much bet 
provement and adjustment of prac: ter showing for August than for July. 
tices which may be questioned by The increase this month was 245 
the members. Conducted by the per cont over August, 1983, wheres 
Technical Publicity Association, New last month it showed a slight loss 
York. The total business carried this yea 
“Publishers’ Statement.” Objec- to date, reached 5,027 pages in com 
tive: To obtain a uniform statement parison with 4,067 pages for a 
from trade and industrial paper pub- same eight months of 1933, an ™ 
lishers that will permit an accurate crease of 23.6 per cent. 
analysis and evaluation of circula-| The sroup of class papers th 
tion and/or a fair comparison of cir-|™ade its figures available reveale 
culation between two or more pa-|@ 84in of slightly more than fol 
pers. Conducted by the Industrial | Per cent over August issues a yea 
Marketing Council of St. Louis, H.| #80, about the same gain register® 
von P. Thomas, Bussmann Manufac-| in July. The same was true for th 
turing Company, chapter committee | eight months, going a little beyont 
chairman. six per cent, with 3,449 pages thi 
“Relation Between Sales and Ad-| Year against 3,251 pages last year. 
vertising Department.” Objective: 
To determine the relationship be- 


tween sales, sales promotion and ad- 
vertising departments, both from the % 
standpoint of division of work, and 
that of executive supervision. Con- : 
ducted by the Engineering Adver- You Advertise t 
tisers’ Association, Chicago, Harry 
Neal Baum, chapter committee THE MECHANICA 
chairman. 
“Trade Paper Rates.” Objective: INDUSTRIES #8 
To study trade and industrial paper 
advertising rate fluctuations in com- Remember tha t 


parison with actual advertising value 
fluctuations. Conducted by Milwau- MAC 4 | N F R 


kee Association of Industrial Adver- 


tisers, Frank Wyse, Bucyrus-Erie Reaches the Plants—whie 
Company, chapter committee chair- . rta 
_on. are your most impo 
The non-chapter activities which customers. 
will also be reported on include n—Ww 
membership, chapter contacts and Reaches epeager ting 
liaison. have the SAY in selec 
rere and specifying equipm® 
Cathcart Joins Arco and ng ee ditorial 
E. F. Cathcart has been appointed Has the a . «curs 
industrial sales manager of the Arco cellence _ which ins 
Company, Cleveland, O., manufac 
turer of paints, varnishes and lac- Reader Interest. eT 


quers. Mr. Cathcart was previously e E STRE 
connected with The Glidden Company 140-148 LAFAYETT 


in a similar capacity. NEW YORK ——r 
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